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Rough Proofs 


Half the families in Binghamton, 
N. Y., buy the New York Sunday 
News, which advises that the State 
Hospital for the Insane is located 
there. Any connection? 


A, 


“368 Papers Run Billion Lines of 
Advertising,” headlines ADVERTISING 
AGE. 

The fellow who counted it must 
have got tired when he reached the 
last hundred of the last thousand of 
the last million lines. 


vvyv 


It costs $70,000,000 a year to ad- 
vertise moving pictures to the great 
American public. What little boy 
or girl would like to find out whether 
the best pictures get the most ad- 
vertising? 

vvwy 


Probably the $70,000,000 spent in 
the past year to advertise the movies 
doesn’t include the contributions of 
the Legion of Decency. 


vvyv 


A bright gay package in red and 
black has been designed for Han 
Foo Chicken Chow Mein. If you 
can’t remember the name, maybe you 
won’t forget the package. 


a 


A fish ad of the Davis company 
has run 19 times and is still going 
strong. This ought to make it eli- 
gible to compete in the Marathon at 
the Olympic games next year. 


vvy 


The Terre Haute Water Company 
has started an advertising campaign 
in behalf of its product. That’s what 
the prohibitionists predicted would 
happen when we repealed the eight- 
eenth amendment. 


vvyv 


The Terre Haute company is ad- 
vertising water as a nice thing for 
showers, and equally effective when 
sprinkled on the lawn. So far they 
haven’t had the temerity to recom- 
mend it for drinking purposes. 


. FY 


“Crowell makes study of automo- 
bile buying habits,” says a news 
item. Wonder if the report lays 
proper stress on the importance of 
the question, “How much will you 
give me for the old bus?” 


a ae 


The code authority for the peri- 
odical publishing industry is wind- 
ing up its affairs with a cash surplus. 
The good old blue eagle left a few 
nest-eggs, after all. 


7 7 ¥ 


Youth bread is made with 11 valu- 
able minerals, it was recently an- 
nounced, but Par 16 mineralized 
bread claims at least five more. Do 
you suppose the bakers are leaving 
enough room for the dough? 


, ? = 


Soapine’s big black whale has been 
on that package job for 57 years, it 
seems. No wonder he welcomed a 
generous airing on Sinclair’s out- 
door posters. 

vvyv 


The only people who really regret 
the adjournment of Congress are the 
Washington hotel keepers. 

Copy Cus. 


MURPHY AGENCY 
IS MERGED WITH 
ERWIN & WASEY 


Chicago Branch Strengthened: 
McClure Dissents 


Chicago, Aug. 22.—Assuring con- 
tinuance of Erwin, Wasey & Co., 
Ltd., as one of the foremost Chicago 
agencies, Z. L. Potter, executive vice- 
president, late today announced a 
merger with Carroll Dean Murphy, 
Inc., under the Erwin, Wasey ban- 
ner at 230 N. Michigan Ave. 

Carroll Dean Murphy, president 
and treasurer since 1917 of the 
agency bearing his name, becomes 
vice-president and head of plans and 
copy of Erwin, Wasey & Co. With 
Myron T. Harshaw, who has been 
associated with him as senior vice- 
president and secretary, Mr. Murphy 
also becomes a stockholder and di- 
rector of Erwin, Wasey & Co., Ltd. 

W. Frank McClure, who has been 
vice-president of Carroll Dean Mur- 
phy since leaving the old Albert 
Frank Company four years ago, will 
not be identified with Erwin, Wasey 
& Co. He will maintain offices at 35 
E. Wacker Drive for the present to 
serve accounts. which have been un- 
der his personal care. 

How Accounts Stand 

Accounts which Mr. Murphy brings 
to Erwin, Wasey & Co., Ltd., include 
Acme Card System Company, Balti- 
more & Ohio Railroad, American 
Seal-Kap Corporation, Long Island 
City, N. Y., Chicago Title & Trust 
Company, Culver Military Academy, 
Culver, Ind., Creamery Package Mfg. 
Company, First National Bank of 
Chicago, Wilson & Co., packers, with 
a subsidiary, Bakerite Corporation, 
and the White Cap Company, Chi- 
cago, a young and growing manu- 
facturer of vacuum sealing apparatus 
and caps. 

Among accounts which Mr. Mc- 
Clure retains are A. G. Becker & 

(Continued on Page 26, Col. 4) 


British Spend 
$625,000,000 
Yearly on Ads 


London, England, Aug. 16.—The 
Statistical Review has estimated that 
the amount spent on advertising in 
Great Britain is approximately 
£125,000,000 annually, or roughly 
about $625,000,000. 

The amount spent on newspaper 
advertising ranks second to the di- 
rect mail advertising expenditure, 
according to the estimates. For the 
latter, £65,000,000 is spent on 
printed matter, catalogs, postage, 
envelopes, etc., as compared with 
£39,000,000 on press advertising. 
Posters come third, with £10,000,000 
spent for this medium in a year. 
Trade and technical publications 
claim as much as eight per cent of 
the advertising budget. 

In the total advertising expendi- 
ture there have been included cost 
of dealer aids, window displays, and 
samples, totaling £5,000,000. On ra 
dio advertising, publicity films, sky- 
writing, and other miscellaneous 
sections there is spent £1,000,000. 
Approximately £20,000,000 is spent 
each year by advertisers on postage 
alone. 


EXPANDS AGENCY 


Z. L. Potter, executive vice-presi- 
dent of Erwin, Wasey & Co., Ltd., 


Chicago, 


sorbe 


which this week ab- 
Carroll Dean Murphy, Inc. 


PATMAN ATTACKS 
CHAIN STORES IN 
CHICAGO SPEECH 


Warns Newspapers of ‘‘Short- 
Sighted Policy” 


Chicago, Aug. 20.—The current 
Congressional investigation of chain 
stores has shown that there is “real 
danger of the independent mer- 
chants of this country being wiped 
out within a very few months,” Con- 
gressman Wright Patman of Texas 
told representatives of small inde- 
pendent retail merchants’ associa- 
tions here yesterday. 

Speaking under auspices of the 
National Independent Business So- 
cial Civic Organization, Rep. Patman, 
sponsor of the soldiers’ bonus, de- 
clared that he would devote most 
of his time to defending the rights 
of independent merchants when the 

(Continued on Page 26, Col. 1) 


‘‘Magic Eye’’ Stressed 
In Campaign for RCA 
Metal Tube Receivers 


Forecast Big Replacement Market as Result of 
New Tube Introduction 


Camden, N. J., Aug. 22.—One of 
the most intensive and far-reaching 
advertising and sales promotion 
campaigns ever undertaken in the 
radio receiver field is about to be 
launched by the RCA Victor division 
of the RCA Mfg. Company. 

Starting with teaser copy in news- 


Fletcher and Ellis 
Head Leaves Agency 
For Free Lance Work 


New York, Aug. 22.—Frank 
Fletcher, president of Fletcher & El- 
lis, Inc., of New York and Chicago, 
has disposed of his interest in the 
agency he founded with Sherman 
K. Ellis nearly three years ago, and 
will open an office here in the next 
few days as a free-lance. 

Sherman K. Ellis has been elected 
president, and C. E. Staudinger, New 
York, and Richard Barrett, Chicago, 
have been named vice-presidents and 
directors. Arthur Munn continues 
as a vice-president. 

The reorganization involves no 
changes in personnel or accounts, 
but’ expansions to the staff will be 
announced in the near future. 

Mr. Fletcher has been more or 
less active on all the agency’s ac- 
counts and will continue this activity 
on a fee basis for Fletcher & Ellis, 
Inc., and also serve other agencies 
as idea and copy man on non-com- 
petitive accounts. He was highly 
successful in the free-lance field in 
New York for some 18 years prior 
to making the agency arrangement. 

Most of the agency’s clients are 
major accounts, among them being 
Florsheim shoes, Fruit Industries, 
Gooderham & Worts, Quaker Oats, 
Richfield oils and gasoline, Simmons 
Company, and Hiram Walker & Sons. 


Last Minute News Flashes 


Lennihan to Direct Nashua Merchandising 
Boston, Mass., Aug. 23.—Richard Lennihan, president and treasurer 
of Hamilton Mills, Southbridge, until the mills were closed and sold 
due to strike trouble early this year, has been named vice-president in 


charge of merchandising of Nashua Mfg. Company, Boston, operator of 


cotton mills, effective Sept. 3. 


Morrell in Test Campaign for Shortening 


Ottumwa, Ia., Aug. 23.—A newspaper test campaign in selected cities, 
the first advertising of its shortening, is being released by John Morrell & 
Co. The agency is Henri, Hurst & McDonald, Chicago. 


King, Pykett Join Arthar Kudner, Inc. 


New York, Aug. 23.—L. L. King will resign as treasurer and media 
director of Benton & Bowles, Inc., about Sept. 1 to join Arthur Kudner, 


Inc., as head of the media department. 


space buyer for the new agency. 


Dan Pykett will be newspaper 


Ex-Lax to Launch Spot Broadcasts Sept. 16 


New York, Aug. 23.—Ex-Lax, Inc., has contracted with 41 stations 
for two 15-minute spot programs a week, the program, “Strange as It 
Seems,” being an adaptation to radio of the cartoon and movie feature 
by John Hix. The agency, Joseph Katz Company, expects to have nearly 
60 stations signed up when the program starts Sept. 16. 


papers throughout the country 
within the week, the organization 
will follow up almost immediately 
with descriptive and explanatory 
copy in national magazines. 

Meantime, a huge radio program, 
details of which are being zealously 
guarded, is in preparation. Com- 
pany officials will commit themselves 
only to say that it is mapped on a 
substantially larger scale than the 
Radio City Party program which 
closed about a month ago, and that 
it contains many innovations. 

The accompanying sales promotion 
drive will be of a heavy calibre, in- 
cluding the most modern window 
displays, broadsides, dealer pamph- 
lets, and a comprehensive dealer- 
distributor cooperative campaign em- 
ploying newspaper space, outdoor 
posters and electrical transcriptions 
and spot announcements for local 
radio broadcasts. 


“Magic Eye” Featured 


The most spectacular of several 
revolutionary advances made in the 
RCA Victor laboratories which will 
be featured in the campaign is the 
“Magic Eye.” Bearing a startling re- 
semblance to the human eye and lo- 
cated in the control board just above 
the dial in the new sets, which will 
reach the market early in September, 
the Magic Eye is a visual tuning de- 
vice declared more accurate than 
the human ear and actually permit- 
ting silent tuning, since the volume 
need not be turned up until the re- 
ceiver is accurately tuned for the 
purest possible reception. 

Anticipating a doubled public de- 
mand for its new products, the RCA 
Victor plant at Camden has increased 
its production schedule for the new 
season 100 per cent over that of last 
year. 

The RCA Radiotron division has 
had all necessary machinery re- 
designed or new machinery installed, 
has tremendously increased the per- 
sonnel of its Harrison, N. J., plant, 
and is running 24-hour shifts to 
meet the demand for the new RCA 
metal tubes which the organization 
is producing for 22 leading radio 
manufacturers. 

Teaser advertisements, in some 
cases simply featuring a reproduc- 
tion of the human eye, and asking, 
“What is the Magic Eye?” have just 
made their initial appearance on out- 
door posters and will soon appear in 
small space in newspapers in key 
markets. The national magazine 
copy will answer the question, re- 
vealing in full detail the nature and 
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advantages of the Magic Eye and 
other features of the new sets. 

Sales meetings are now in prog- 
ress in approximately 65 key cities, 
with supplementary meetings in 
secondary markets. The schedule of 
meetings will continue into Septem- 
ber. 

Wholesalers at a national conven- 
tion in Atlantic City made commit- 
ments doubling those of last year 
both in units and in dollars, the com- 
pany reports. 


Sees Better Business 


Thomas F. Joyce, advertising man- 
ager of RCA Mfg. Company, told 
ADVERTISING AGE that business for 
the entire radio industry in the com- 
ing season should be substantially 
better than last year because of im- 
proved public sentiment, increased 
purchasing power, and a vast re- 
placement market. 

Mr. Joyce predicted that the public 
will be drawn into dealers’ stores 
to learn how the Magic Eye works, 
as was the case when the Magic 
Brain was introduced a year ago. 
Newspapers, he said, will be used to 
carry the major portion of the ad- 
vertising message. 

Aside from the Magic Eye, im- 
provements in the Magic Brain, and 
the new all-metal tubes, the outstand- 
ing development in the new RCA 
sets is a pair of ingenious selector 


dials to simplify the tuning of multi- 
band receivers. The simpler of the 
two, from a user standpoint, is an 
arch-shaped dial window in which 
only the band desired is visible while 
tuning. The other involves the use 
of different-colored lighting for each 
band, the one in use to be illumi- 
nated when stations in that band are 
sought. 

The Magic Eye, which the com- 
pany describes as adding a new 
“sense” to the Magic Brain, is ac- 
tually a cathode ray tube, set hori- 
zontally into the instrument panel so 
that its dome, which resembles the 
human eye, is exposed. 

When the set is in operation, a 
stream of millions of electrons bom- 
bards the fluorescent target in the 
dome of the tube, creating a green- 
ish glow with a dark fan-shaped elec- 
trical shadow extending downward 
from the dark center or “pupil” of 
the eye. This shadow narrows down 
to a thin line as stations are tuned 
in and indicates perfect tuning when 
the shadow is narrowest. 

The strength of the incoming sig- 
nal controls the width of the shadow, 
so that when the receiver is tuned 
to the most resonant point, the 
stream of electrons varies, narrow- 
ing the shadow. 

The Magic Brain, which created 
much excitement last year with its 
uncanny “intelligence” in selecting, 


BIG MOLDING JOB 


L 


New Toledo Duplex scale, now 

being introduced, which is molded 

of Plaskon by General Electric 

Company on a giant new press. 

The scale is said to embrace the 

largest plastic molding ever made 
in commercial quantities 


amplifying and clearing distant for- 
eign signals, has been improved and 
augmented with an extra tube which 
increases sensitivity five times, and 
an automatic sensitivity booster said 
to multiply sensitivity five times 
again. 

The new 


“sealed-in-steel” tubes 


Advertises Nationally 


Ford Dealers Advertise Locally 
in the Same Medium 


For years, Ford automobiles have been nationally advertised in 
The Christian Science Monitor. Last year 1223 advertisements, 
placed in the Monitor by dealers in various localities, featured 


“Ford” and “Lincoln.” 


This illustrates how the Monitor not 


only gives national advertisers a circulation of unusual value, 
but also offers nation-wide point of sale advertising at no added 


expense. 


THE 


CHRISTIAN SCIENCE 


MONITOR 


Published by The Christian Science Publishing Society, 
Boston, Massachusetts 
Branch Offices: New York, Chicago, Detroit, St. Louis, Kansas City, 


San Francisco, Los Angeles, Seattle, Miami, 
London, Paris, Geneva, Milan. 


rAdvertising Company, 


will be heralded as the greatest tube 
advance in 28 years, and the most 
revolutionary advance in radio since 
the original introduction of electric 
operating radio tubes. Quieter, more 
efficient and more durable, they are 
self-shielding and do away with 
bulky metal shields, copy will assert. 

The advantages of the all-metal 
tubes are expected to increase the 
demand for new receivers, since they 
cannot be used on sets designed for 
the old type of glass tubes. 

Other advances to be featured in 
the advertising include larger speak- 
ers, changes in circuit design and 
improvements in cabinetry leaning 
to stronger, more substantial and 
more luxurious cabinets, with neo- 
classic influences apparent in de- 
sign and with finer veneers and rare 
imported woods entering into their 
construction. 


Seek House O.K. 
To Investigate 
Food Industry 


Washington, D. C., Aug. 21.—In 
the wake of the protest of the De- 
troit housewives against high food 
costs and their demand for an in- 
vestigation of processing costs, a 
movement was under way here today 
to secure House approval of a sweep- 
ing investigation of the food indus- 
try. 

The investigation, which would be 
conducted by the Federal Trade 
Commission, may be completed in 
time for the results to be used by 
the next Congress, if the FTC is 
supplied with funds. 

Chairman O’Connor of New York 
announced that the investigation 
resolution, which passed the Senate 
five months ago, will be put before 
the House. It is of sweeping author- 
ity and bears the approval of Presi- 
dent Roosevelt. 

It empowers the FTC to investi- 
gate and compare rise or decline in 
farmers’ income with that of meat 
packers and food processors; to find 
out how much of the consumer’s dol- 
lar goes to the farmer; to investigate 
the finances of all big food concerns, 
together with profits and salaries 
paid; to learn if devices are used to 
obtain and maintain a monopoly by 
any group handling a major farm 
commodity; to investigate the extent 
to which other nations had promoted 
marketing agencies in food; to report 
any conclusions as to how the farm- 
er’s income may be raised. 

This investigation, which orig- 
inated as a part of the long-time 
planned farm program of Secretary 
of Agriculture Wallace, may be used 
by the administration to combat na- 
tion-wide attacks on the present 
program, it is indicated by leaders 
in Congress. 


Kaplan Leaves Central 


Thomas L. Kaplan has disposed of 
his interest in the Central Outdoor 
Inc., Toledo, 
resigning as vice-president and di- 
rector of the organization, and has 
given up as well his connection with 
the Packer outdoor advertising in- 
terests. 


O’Neal Is Transferred 


Wendell O’Neal, formerly of the 
Dallas office of Beaumont & Hoh- 
man, has been transferred to the 
Cleveland office of the agency as 
contact and copy man. 


Brashears Takes New Job 


Arthur Brashears, formerly in the 
copy department of Marschalk & 
Pratt, Inc., New York, has been 
appointed director of publicity for 
that agency. 


MAGAZINE DRIVE 
TO SELL VALUE 
OF TRUBENIZING 


New York, Aug. 22.—Profiting by 
the examples of the Sanforizing and 
Talon slide fasteners campaigns, 
Trubenizing Process Corporation, 
patentee and licensor of the Truben- 
iZing process, which eliminates the 
necessity for starching cotton fab- 
rics, has joined the company of ad- 
vertisers who “have nothing to sell.” 

Under the direction of the Morton 
Freund agency, magazines will be 
used, starting with September is- 
sues and continuing until the first of 
the year, to acquaint men and women 
with the value of Trubenized collar 
shirts, now made by more than 66 
shirt companies. The schedule in- 
ludes Collier’s, Esquire, Good House- 
keeping and Saturday Evening Post. 
Time will probably be used this year, 
also. Most of the copy is page size. 


Stresses Grooming 


The advertising for the general 
and men’s publications will consist 
chiefly of an exposition of the claim 
that the Trubenized collar achieves 
the appearance of the starched va- 
riety without the discomfort and 
high upkeep. The sales arguments 
are repeated in simulated newspaper 
clippings scattered through large 
photomontages which illustrate the 
copy. 

The advertising in Good House- 
keeping speaks of the joy of a well- 
groomed husband, whom a Truben- 
ized collar can make comfortable and 
contented while looking his best. 
There is a secondary discussion on 
the ease of laundering Trubenized 
collars and their economy. 

The campaign will be expanded 
next year and will be changed from 
time to time to include other Tru- 
benized products, some of which are 
now nearly ready for the market. 
One is the Trubenized dress shirt, 
which will probably be first adver- 
tised this fall by one or more manu- 
facturers. 

Trubenizing is indicated for a 
great many women’s items of ap- 
parel, such as summer suits and 
dresses and nurses’ uniforms. One 
manufacturer is experimenting with 
a Trubenized brassiere. 

One reason for the great success 
of the Trubenizing Process Corpora- 
tion since its founding in January, 
1934, is said to be the continuous 
advertising in trade publications. 
This has been backed up by a pric- 
ing policy which has encouraged the 
retailer to push shirts with Truben- 
ized collars. 


Licensor Gets Royalties 


This last was accomplished through 
a licensee contract provision 
that shirts with Trubenized collars 
could not be sold to retailers for less 
than enough to effect a retail mini- 
mum price of $1.65. The biggest vol- 
ume has been at the $2 retail price 
level. The licensor is compensated 
on a royalty basis. 

Trubenizing Process Corporation’s 
success has inspired several competi- 
tors, the most serious threat coming 
from the Celanese Corporation, which 
is seeking to disqualify the Truben- 
izing patent with a claim of priority 
on the process of fusing acetate and 
cotton fibers. One objective of the 
Trubenizing advertising, therefore, 
is to combat this competition by 
training the consumer to look for 
the Trubenized label. 


A NEW CATALOGUE 
OF $10 PHOTOGRAPHS 
FOR ADVERTISERS 


Send $5 (refunded with first order) for new spiral 
bound Sth edition of ‘ Reserve Illustrations."’ Over 
1000 subjects, covered by model releases, ready to use. 
Catalogue also on approval (U. S. only) if you prefer. 


oA UNDERWOOD & UNDERWOOD 


NEW YORK 


CHICAGO DETROIT 
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ADVERTISING AGE 


- Snowed Under! 


Boxes... barrels. . . bales of contest 
entries. .. from every state in the Union 
and Alaska... each one representing a 
purchase of one or more packages of 


Seminole Tissue! 


The American Weekly has been the 
hub around which all Seminole advertis- 
ing has revolved. Of the money spent in 
magazines on the first contest, which 
started on February 3, 1935, $40,000 was 
placed in The American Weekly in a 
thirty-day period. One other magazine 
carried a single black and white page. For 
the second contest, which started on May 
12, one sectional magazine was also used. 


AC Spark Plug Co. 

Affiliated Products 
Edna Wallace Hopper 
Neet 

American Chicle Co. 


American Kitchen Products Co. 


American Radiator Co. 
American Safety Razor Corp. 
Armour and Company 
Armstrong Cork Co, 
Associated Oil Co. 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Corp. 
Borden Co., The 
Bourjois Sales Corp. 
Bristol-Myers Co. 

Ipana Tooth Paste 


um 
Brown & Williamson Corp. 


What $16,000 buys in The American Weekly 


Joseph Burnett Co. 


California Fruit Growers Exchange 


Campana Sales Co. 
Carter's Ink Co. 
Champion Spark Plug Co. 
Chatham Mfg. Co. 
Chesebrough M fg. Co., Cons'd 
Chieftain Mfg. Co., The 
Chrysler Corporation 
Dodge Bros. 
Plymouth 
Clorox Chemical Co. 
Coca-Cola Co. 
Colgate-Palmolive-Peet Co. 
Cashmere Bouquet 
Dental Cream 
Palmolive Soap 
Super Suds 
Conklin Pen Co. 
Crosley Radio Corp., The 


) 


CONTEST 


FOR AN 
ALL-AMERICAN JOB 
USE THE 
AMERICAN WEEKLY 


A partial list of Impo Advertisers in the A 


Dennison M fg. Co. 
du Pont de Nemours&Co., Inc.,E.1. 
astman Kodak Co. 
Endicott Johnson Corp.,The 
Ethyl Gasoline Corp. 
Eugene, Ltd. 
Fitch Co., F. W. 
Florence Stove Co. 
Ford Motor Company 
Frederics, Inc., E. 
General Electric Co. 
General Foods Corp. 
Bran Cereals 
Calumet Baking Powder 
La France 
General Mills, Inc. 


isquic! 
Gold Medal Flour 
General Motors Corp. 
Buick Motor Co. 


The SOCIAL REGISTER of AMERICAN 


we DARED nm 10 purus 
on tee Spot/ 


ei 


HE situation was tense. We had tried toconvince this executive that 
The American Weekly would do a two-fisted selling job. .. quicker 
... and at less cost than any other single publication in the country. 


He was an astute buyer. . . a veteran of campaigns... . all set for 


the final push that would give his product nation-wide distribution. 


“*How can you prove it?’ he snapped. We seemed checkmated. 
Then—we challenged him. “Put us on the spot! Concentrate this 
advertising in The American Weekly... Make us deliver!”’ 


And that is exactly what he did! 


Read what the Executive Vice Presi- 
dent of the Seminole Paper Corporation, 
makers of Seminole Tissue ... the man 
who put us on the spot. . . has to say: 


“When we started with The 
American Weekly, New England 
had just been opened... in the 

reat seaboard territory south of 
New York only a handful of stores 
had the product . . . the Pacific 
Coast had none. 


“Then came The American 
Weekly campaign. The trade read 
the story... stocks increased... 
new dealers were added by the hun- 
dreds... an entire shipload was 
dispatched from our factory to fill 
the Pacific Coast demand. During 
our first contest, announced on 
February 3 and publicized princi- 
pally in the national field in The 
American Weekly, thousands of 
stores sold as much Seminole Tissue 
in 6 weeks as normally sold in 6 
months... our mills stepped up 
production from six hours a day, 
four days a week, to 24 hours a day, 
seven days a week. 


“‘The American Weekly has 
done much to enhance our prestige, 
complete our distribution and in- 
crease our sales during the past 
twelve months.” 

The experience of The Seminole Paper 
Corporation proves that The American 
Weekly, with its circulation reaching 
more than 5,500,000 homes, carries a 
manufacturer’s advertising message 
more economically and effectively than 
any other one form of advertising. It is 
the medium that gets the attention of the 
entire family. 


Quick Facts... 


The American Weekly is the largest 
magazine in the world. It is distributed 
through the 17 great Hearst Sunday 
Newspapers. 

In each of 158 cities, it reaches one out of 

every two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to 0% 
. .. and, in addition, more than 
1,982,000 families in thousands of other 
communities, large and small. 

Where can you spend your advertis- 

ing dollar more effectively? 


“The National Magazine with Local Influence” 


BUSINESS 


vis 


Chevrolet Motor Co. 
Fisher Body Corp. 
Oldsmobile 
Pontiac 
Gillette Safety Razor Co. 
Glycerine Producers’ Ass'n 
Gold Dust Corporation 
Goldman, Mary T. 
Goodyear Tire & Rubber Co., Inc. 
Holland Furnace Co, 
Hubinger Co., The 
Hudnut, Richard 
Hump Hairpin Mfg. Co., The 
Jergens Co., Andrew 
John Hancock Mutual Life 
Insurance Co. 
Johnson & Johnson 
Johnston Co., Robert A. 
Kaufmann Bros. & Bondy, Inc. 
Kelvinator Corporation 


Weekly during 1933, 1934 and 1935 


Knox Gelatin Co, 
Kolynos Co.,The 
Kotex Company 
Kraft-Phenix Cheese Corp. 
Lambert Pharmacal Co. 
Lamont, Corliss & Company 
Pond’s Face Creams 
Pond's Face Powder 
Lea & Perrins, Inc. 
Leeming & Co., Inc., Thos. 
Lever Bros. Co. E 
Libbey-Owens-Ford Glass Co. 
Libby, McNeill & Libby 
Lipton, Inc., Thomas J. 
Lorillard Co., Inc., P. 
Maiden Form Brassiere Co., Inc. 
Metropolitan Life Insurance Co, 
Model Brassiere Co. 
Modess Corporation, The 
Nash Motors Co. 


Main Office: 959 Eighth Avenue, New York City 


National Biscuit Co. 


National Dairy Products Corp. 


National Radio Institute 
Northam Warren Corp. 
Norwich Pharmacal Co., The 
Old Dutch Cleanser 
Pabst-ett Corp. 

Pacific Mills 

Park & Tilford 

Parker Pen Co., The 
Penick & Ford, Ltd., Inc. 
Pennzoil Co., The 
Pepsodent Co., The 
Pillsbury Flour Mills Co. 


Pineapple Producers Cooperative 


Ass'n, Ltd. 
Planters Nut & Chocolate Co. 
Premier-Pabst Corp. 
Procter & Gamble Co., The 


Camay  IvorySeap Oxydol 


Pro-phy-lac-tic Brush Co. Royal Gelatin 
Quaker Oats Company, The Tender Leaf Tea 
Reynolds Tobacco Co., R. J. Standard Oil Co., The 


Royal Lace Paper Works, Inc. 
Schenley Products Co. 
Schick Dry Shaver, Inc. 
Schnefel Bros., Inc. 
Scholl Mfg. Company 
Sealed Power Corporation 
Sears, Roebuck and Co. 
Seminole Paper Corp. 
Simmons Company 
Singer Sewing Machine Co. 
Socony-V acuum Oil Co., Inc. 
Spool Cotton Co., 
tanco, Inc. 

Standard Brands Inc. 

Chase & Sanborn’s Coffee 

Fleischmann’s Yeast 

Royal Baking Powder 


Sta-Rite Hair Pin Co. 
Sterling Products Co. 

Bayer Aspirin 

Phillips Milk of Magnesia 
Thermoid Co. 
Three-in-One Oil Co. 
Union Oil Co. of California 
United States Rubber Co. 
Vanity Fair Silk Mills 
Wander Co., The 
Watkins Co., The R. L. 
Welch Grape Juice Co. 
Western Company 
Whittemore Bros. Corp. 


~ Wrigley Jr. Co., Wm. 


Young, Inc., W. F. 


A full page in color more than twice the size of any other magazine page in the world . .. more than §,500,000 families 
at a cost of less than 14 of a cent per family ... The attention of the entire family instead of a single buying factor. 
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ADVERTISING AGE 


August 26, 1935 


GILLETTE CITED 
IN FTC CHARGES 
OF PRICE FIXING 


Washington, D. C., Aug. 24.—A 
seven-point complaint has been filed 
against the Gillette Safety Razor 
Company by the Federal Trade Com- 
mission, which charges that the Bos- 
ton firm is maintaining fixed resale 
prices on safety razors and blades. 

Sept. 27 has been fixed as the date 
before which the Gillette Company 
must show cause against entering of 
a cease and desist order by the Com- 
mission. 

The complaint charges that the 
Gillette Company, in order to sta- 
bilize and maintain uniform resale 
prices on its products, has engaged 
in the following practices, in sub- 
stance: 


Detailed Charges 


1. Issuing of bulletins, circulars 
and letters requesting and demand- 
ing that jobbers and wholesalers sell 
its merchandise only to such deal- 
ers as observe resale prices under 


penalty of refusing to do business 
with such as will not cooperate. 

2. Soliciting from jobbers, whole- 
salers and retailers reports of in- 
stances where prices and discounts 
have not been observed. 

3. Soliciting from trade associa- 
tions of wholesalers and dealers han- 
dling Gillette products such _ in- 
stances of sales. 

4. Requiring traveling salesmen to 
investigate complaints of resale price 
cutting. 

5. Marking products with code 
numbers so that sales may be traced. 

6. Using information on price cut- 
ting in order to prevent the com- 
pany’s products from being obtained 
by jobbers, wholesalers and retailers 
who will not maintain fixed prices. 

7. Soliciting pledges from concerns 
handling Gillette products to main- 
tain fixed prices. 

The complaint cites that the Gil- 
lette Company is operating under a 
perpetual charter, has absorbed the 
Auto Strop Safety Razor Company 
and operates factories in Montreal, 
London and Brazil. 


Anderson Elected 


Ross E. Anderson has been elected 
vice-president and general manage 
of Red Star Milling Company, Wich- 
ita, Kan., assuming his new duties 
Sept. 1. Red Star is a subsidiary of 
General Mills. 


SEE 447% GAIN 
IN AMERICANS’ 
WINE DRINKING 


More Advertising Predicted 
By Wine Group Head 


San Francisco, Cal., Aug. 22.—In- 
creased wine production and con- 
sumption and higher prices for grape 
growers were forecast by the Wine 
Institute at its first annual meeting 
here last week-end. 

Harry A. Caddow, managing di- 
rector of the Institute, predicted an 
increase in wine advertising and 
merchandising as the direct result 
of increasing consumption and open- 
ing of new markets. 

The Institute, whose 186 members 
represent approximately 80 per cent 
of the American wine production, 
estimated that wineries this year 
would produce 50 million gallons of 
wine, crushing more grapes than in 
any year before prohibition. 

The members voted unanimously 


—tunouncing 


A NEW RATE SCHEDULE 


Our present rate card was issued March 


1, 1934, effective with our 


issue, and as stated at that time was based 


on an average circulation of 90,000. 


Our new rate schedule will become 
effective January 1, 1936. All orders for 


April 1934 


1936 space received up to and including 
December 31, 1935 will be honored at 


present rates. 


New RATES effective with our January 1936 
issue based on a guaranteed average cir- 


culation of 100,000 are as follows: 


Page, black and white 


AgateLline..,.... 
Inside Covers, black . 
Back Cover, black . . 


infourcolors ... 
Back Cover, four colors 


% page, black and white. 
Y%, page, black and white. 


Inside Cover and Inserts 


Publishers’ B& W pages. 


NET PAID 1935 

per : ° pot circulation to date 
@ 117.50 JANUARY _ 111,197 

~~ a 2.40 FEBRUARY 114,747 
- »- @ 500.00 MARCH | 115,109 
- «+ @_ 1,000.00 APRIL 109,855 
MAY 106,093 

- + @ 900.00 JUNE 103,384 
- + @ 1,500.00 6 Mo. Average 110,064 
7 | “See 


“No extra charge for bleed printing in B 2W or Color 


BOSTON *« 


NEW YORE ~* 


CHICAGO * 


LOS ANGELES * 


Atlantic Monthly 


SAN FRANCISCO 


ELECTRIC BEAUTY 


D2, Boamay Opportunities 


“THIS 18 BEAUTY thet PENNIES PAY POR” 


aw ee 


This full-page newspaper copy for 

Dayton, Ohio, Power & Light Com- 

pany is noteworthy for its unusual 

ohn approach to the problem of 

larger consumption of 
electricity. 


to recommend a scale of minimum 
prices for wine grapes, averaging 15 
per cent higher than growers re 
ceived last season. 


See Increased Consumption 


A 44 per cent increase in Ameri- 
can wine consumption for 1935 over 
1934, or 36 million gallons as com- 
pared to 25 million gallons estimated 
for last year was also forecast. It 
would increase the United States per 
capita consumption of wine from the 
1934 rate of .198 gallon per person 
to .286 gallon for this year. 

California and other wine produc- 
ing states, according to present 
trends, would supply nearly 98 per 
cent of the wines consumed, and im- 
ported wines, which are declining 
steadily in American favor, accord- 
ing to the Institute, would amount 
to two or three per cent. 

Four states, with one-fourth of the 
nation’s population, will consume 
over 80 per cent of the wine this 
year, it was stated. California will 
take 18,000,000 gallons, or nearly 
three gallons per capita, an increase 
of nearly one-third over 1934; New 
York 8,500,000 gallons, or .551 gal- 
lon per capita, an increase of 60 per 
cent; Connecticut 1,250,000 gallons 
or .775 gallon per capita, a gain of 
nearly 100 per cent. 

A. R. Morrow of San Francisco 
was re-elected president of the Insti- 
tute for the coming year. J. B. Cella 
of Lodi was elected first vice-presi- 
dent; Sophus Federspiel, San Fran- 
cisco, second vice-president; Lucius 
Powers, Jr., Fresno, third vice-presi- 
dent. Lee Jones, Lodi, was re-elected 
treasurer. Albert M. Paul, Fresno, 
was elected chairman of the board 
of directors. 


Hapgoods Featured 
in Talking Film 

Norman Hapgood, author and 
speaker, and his brother, William 
Hapgood, play stellar parts in a 
talking picture just completed by 
Progress Film Company for Columbia 
Conserve Company, Indianapolis. 

The picture, which is now being 
exhibited nationally, dramatizes the 
conflict between capital and labor 
and shows how the industrial de- 
mocracy founded in the Columbia 
plant points the way to a construc- 
tive solution of current economic 
problems. 


St. Louis Agency Moves 


Oakleigh R. French, Inc., St. Louis, 
has moved from 7387 Maple Ave., 
to new offices at 4235 Lindell Blvd. 


ROTO LINEAGE 
INCREASE 7.67 


Chicago, Aug. 23.—During the first 
six months of 1935 a total of 3,696,- 
238 lines of rotogravure advertising 
appeared in United States news- 
papers, compared with 3,434,509 lines 
during the first half of 1934, accord- 
ing to an analysis of roto lineage 
just released by Kimberly-Clark Cor- 
poration. This is an increase of about 
7.6 per cent. 

Of the 1935 total, 1,442,119 lines 
were local advertising, and 2,254,119 
were national. In 1934 these figures 
were 1,254,512 and 2,179,997. The 
increase in local advertising was 13 
per cent, while national copy showed 
a gain of 3.3 per cent. 

The Chicago Sunday Tribune car- 
ried the largest volume of gravure 
advertising during the period, its to- 
tal being 177,711 lines. Second was 
the New York Herald Tribune, with 
151,968 lines, and the New York 
Times was third with 140,292 lines. 

Other publications which carried 
100,000 or more lines of gravure copy 
were Boston Herald, 127,403; Chi- 
cago Daily News, 118,121; Cincinnati 
Enquirer, 110,931; Detroit News, 
125,402; Pittsburgh Press, 120,792; 
Providence Journal, 107,321; and 
Washington Star, 126,507. 

As of June 30, 1935, a total of 
60 newspapers in 44 cities were car- 
rying gravure sections regularly. 


FORM TEA BOARD 
TO BUILD MARKET 


London, England, Aug. 17.—Tea 
producers of India, Ceylon, and the 
Netherland East Indies have organ- 
ized the International Tea Market 
Expansion Board, and have voted to 
spend more than £250,000 to in- 
crease tea consumption wherever a 
backward tendency in sales is shown. 

Exports are already regulated, but 
it is essential as a corollary to a 
controlled industry that world con- 
sumption should be increased, ac- 
cording to the board. In 1938, when 
the present control scheme ends, new 
tea-producing areas will have come 
into being, and world production, if 
allowed to become uncontrolled, will 
be considerably higher than at pres- 
ent, the board points out. 

It is to preserve the balance be- 
tween production and consumption, 
and if possible, to narrow the gap 
that now exists between them, that 
the board has been established. 

Funds are to be raised by an ex- 
port tax collected by the three gov- 
ernments on all tea leaving India 
and Ceylon and on the production of 
tea in the Netherland East Indies. 

The board will work in conjunc- 
tion with the campaigns for organiz- 
ing promotional activities now being 
conducted in the United States, Can- 
ada, South Africa, Australia and 
European countries. 


Dirigold Reorganizes 

Dirigold Corporation has been re- 
organized and renamed American 
Dirigold Corporation. Headquarters 
have been moved from Terre Haute 
to the building formerly occupied by 
Haynes automobile company at Ko- 
komo, Ind. Officers of the new or- 
ganization include John P. Frederick, 
president and treasurer; Glenn R. 
Hillis, vice-president; and Robert 
Arnett, secretary. 


For high visibility the Rotogravure 


Picture Section is in a class by itself. 


Ae mn 


Baltimore Sun — Boston Gite = — Bu fele 


Philadelphia 7 
St. Louis Globe-Democrat— 
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‘THE KITE STRING 


How did they build that first bridge across 
Niagara? 


First, a school-boy flew a kite across. The 
kite string was the first bridge. 


Next they attached a stronger cord to the 
kite string and pulled that over. 


Then that in turn pulled over a light rope. 


And that, a heavier rope, which in turn 
pulled a wire cable. The rest was easy. 


The New Yorker is the kite string of modern 
marketing. 


First, it pulls the New York market. The 
cream of the responsive, active purchasers 
in New York stores are—as the buyers of 
those stores well know—keyed to action 


by The New Yorker itself. 


The New York market pulls after it the 
buyers of leading stores in 40 other principal 
trading centers — who also know what New 
Yorker readers represent in their com- 
munities. 


The buyers of those stores—together with 
the buyers of New York stores—set the 
pace for the purchase of from 60 to go 
per cent of all quality products. 


Nearly go per cent of The New Yorker's 


THE 


NEW YORKER 


circulation is located among the leading 
active purchasers of these stores in these 
41 principal trading centers. 


Upon the lead of these buyers and their 
customers, the rest of the country follows 
— cable after cable, until the bridge is built. 


The kite string —which is The New 
Yorker—is particularly easy to fly. 


25 WEST 45th STREET »- NEW YORK 
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ALLOWANCES 10 . 
LIGGETT SHOWN | 2'§ 
IN NEW REPORT 


Washington, D. C., Aug. 21—A 
complete list of discounts and al- 
lowances given to Liggett Drug Com- 
pany, Inc., by the manufacturers with 
whom it does business has been re- 
leased by the Patman committee in- 
vestigating chain store operation. 

The total amount received by the 
drug chain in compensation and al- 
lowances for advertising and window 
and counter displays during 1934 was 
$797,386.56, W. Watt, executive vice- 
president of the chain, told the com- 
mittee, and the amount received dur- 
ing the first six months of 1935 was 
$379,941.23. 

During 1934 the chain spent a to- 
tal of $638,644.13 for advertising, and 
its expenditure for this purpose for 


‘er 


— 


ee 


COMBINE BUSINESS AND PLEASURE ON TRIP 


early this month. 


PUBLIC OPINION 


NEWSPAPER 


SANE 


nee 


Norman S. Rose, advertising manager of "The Christian Science 
Monitor," with Mrs. Rose and their son Hugh, snapped in front of 
the "Monitor's" news and advertising offices in Geneva, Switzerland, 


the first half of 1935 was $320,530.06. 
A total of over 100 manufacturers’ 
names appears on the Liggett list, 
with a wide variation in discount 
and aliowance practices. 
Among tobacco manufacturers, 


discounts shown on invoices to the 
chain are fairly uniform, 
from about ten to 12 per cent, but 
there are striking differences shown 
in allowances for advertising, win- 


dow displays, etc. 
ranging 
operation is to allow 


definite quantities, 


While the usual 
method of compensation for this co- 


a percentage on 


purchases or a stated amount for 


American To- 


UTOMOBILE sales—a fine indica- 

tion of spendable income—are 
soaring in Cedar Rapids. During the 
first six months of 1935 new car regis- 
trations were 1562, as compared with 
853 of a year ago, a gain of 83°. Dur- 
ing the same period truck registrations 
went from 176 to 245. The national 
average for increase in passenger car 
sales is 47°/,, showing general business 
conditions in Cedar Rapids to be far 


above the national average. 


é 


In this rich territory the Cedar Rapids 
Gazette, the newspaper that rocked the 
state with graft disclosures resulting in 
more than fifty indictments including 
the state's attorney general, is now en- 
joying the largest net circulation in its 


fifty-two year history: 
‘Advertisers in this fearless 

gressive newspaper share and 

its exceptional reader interest. 


“BLANKETS IOWA'S RICHEST MARKET" 


Cedar Rapids Gasette 


Represented Nationally by 
ALLEN-KLAPP-FRAZIER CO. 


New York Chicago 


Detroit 


and ag- 
profit in 


St. Louis 


Now Delivering the Largest Net Circulation in Its 52-Year History 


bacco Company allows the chain $25 
for each store window displaying 
Lucky Strikes or Cremo cigars for a 
week, and Liggett & Myers gives the 
chain a flat allowance of $3,300 per 
month. 


Give Cash Allowances 


Purchases for the candy depart- 
ment are all net, except for Life Sav- 
ers, Inc., which gives a 20 per cent 
discount. American Chicle gives the 
chain 20 per cent on purchases for 
display and advertising; Chocolate 
Sales Corporation $600 a month; La- 
mont, Corliss $667 a month; Life 
Savers $6,125 per year; Wrigley, 
$9,600 per year; and Beechnut, $650 
per month. Curtiss Candy gives no 
cash allowance, instead supplying 
five boxes free for every 50 boxes of 
Baby Ruth and Butterfinger bought 
under certain conditions. 

In other departments of the store, 
the list reveals that the most usual 
practice in making advertising allow- 
ances is to base the allowance on a 
fixed percentage of sales. An impor- 
tant number of companies, however, 
supply the chain with lump sums an- 
nually or yearly. 

In this latter class is Lehn & Fink, 
Ine., which gives the chain $900 per 
month for displays and newspaper 
advertising; E. R. Squibb & Sons, 
Inc., which supplies $2,400 yearly for 
newspaper advertising; and Seeck & 
Kade, Inc., which pays $1,200 yearly 
for displays. Others with flat sum 
arrangements for displays are Zon- 
ite, $3,000 per year; Bayer Company,, 
$32,000 per year; General Drug, 
$4,500 per year; Lamont, Corliss, 
$350 per month for Pond Products; 
Lever Bros., 50 cents per store per 
month; Chas. H. Phillips Chemical 
Company, $21,250 per year. 

Carbona Products Corporation 
gives the chain $750 per month for 
newspaper advertising when its own 
products are advertised, and Colgate- 
Palmolive-Peet Company paid Lig- 
gett’s $4,000 during the first six 
months of 1935 for newspaper adver- 
tising. Kotex Company supplies 
$1,000 per month for advertising. 


See Legislative 
Threat to Coal 
Sales Agencies 


Washington, D. C., Aug. 22.—The 
Guffey coal control bill, providing 
for minimum price machinery for the 
coal industry, wage and hour stand- 
ards, and recognition of labor or- 
ganizations for collective bargaining, 
was passed by the Senate today. It 
will be returned to the House for 
action on Senate amendments. 

Centralized sales organizations in 
the bituminous coal industry would 
be unlawful under the bill, unless 
approved by the proposed coal com- 
mission, a committee in the indus- 
try opposed to the bill has declared. 
The committee points out that a mar- 
keting agency would be useless un- 
der rigid marketing and price fixing 
provisions of the Guffey bill. 

Appalachian Coals, Inc., Alabama 
Coals, Inc., and other agencies now 
organized or being organized, would 
be destroyed by the bill, the commit- 
tee has asserted. 


Harris Organizes Firm 


Edward H. Harris, Chicago mer- 
chandising and advertising man, has 
formed a new firm of merchandis- 
ing counselors, with offices at 540 N. 
Michigan Ave. The concern, known 
as Edward H. Harris Organization, 
will handle all types of merchandis- 
ing problems, but will not act as an 
advertising agency. 


Printers’ Catalog Issued 


The Inland Printer, Chicago, is dis- 
tributing its 1935 edition of the 
“Catalog of Equipment and Supplies 
for the Graphic Arts,” the first issued 
in three years. The volume contains 
detailed information on trade terms, 
manufacturers and products. 


Warner Ends Trip 


Mason Warner, Sr., head of Mason 
Warner Company, Inc., Chicago, re- 
turned last week from a four months’ 
trip to the Orient. Letters describ- 
ing his travels have been appearing 
in the travel pages of Chicago Sun- 


day Tribune. 


Last - Minute 
Rush Buries 
Copeland Bill 


Washington, D. C., Aug. 23.—With 
Congress rushing to adjournment 
this week-end, it appears to be highly 
improbable that the Copeland pure 
food, drugs and cosmetic bill, with 
its proposal for control of advertis- 
ing, will reach a vote, according to 
leaders in Congress. 

Senator Copeland’s office is doing 
all possible to take advantage of such 
opportunities as may develop for 
passage through the house, but Ap- 
VERTISING AGE has learned that the 
House interstate commerce commit- 
tee seeks changes which would make 
necessary a conference study, im- 
possible of accomplishment with an 
early adjournment imminent. 

The alcohol control bill, also carry- 
ing advertising clauses affecting the 
whole field, including broadcasting 
and labels, appeared to be tied in 
conference, Representative Doughton 
and others expressing hopelessness 
regarding compromises over bulk 
sales and the placing of the Federal 
A®ohol Control Administration un- 
der control of the Treasury. These 
are the two chief differences. A 
last-minute adjustment, however, is 
possible. 


Will Head 1936 List 


The Copeland bill will be among 
the first to receive consideration 
when Congress reconvenes in Janu- 
ary, under ordinary procedure. It 
will be unnecessary for the Senate 
to again vote on the bill as a whole, 
unless extended changes are pro- 
posed in conference. Should the al- 
cohol control bill fail to pass at this 
session, it would likewise be up for 
consideration, either due to its status 
under the rules or by resolution. 

Congressional actions likely to car- 
ry over during adjournment will be 
the investigations by the Patman 
special committee studying rebates 
and advertising allowances, and a 
study on food costs by the Federal 
Trade Commission. 


Morocco Makes 
Bid for Custom 
Of U.S. Tourists 


New York, Aug. 22.—Morocco, the 
romantic country of north Africa, 
ruled jointly by Spain, France and 
England, has appointed L. D. Wer- 
theimer Company to direct its first 
campaign in the United States to 
attract American tourists and vaca- 
tionists. 

The Official Tourist Office of Tan- 
gier, the bureau which acts as prin- 
cipal in advertising matters, has 
already advertised in Europe, suc- 
ceeding thereby in making the coun- 
try a popular winter resort for Con- 
tinentals. 

The decision to launch the Amer- 
ican campaign follows the advent of 
fast liners on the southern Atlantic 
route, which have Gibraltar as their 
first port of call. This port is only 
two and one-half hours from Tangier. 

Initial copy will stress the acces- 
sibility of the country to Americans, 
the fascination of the land being 
taken partly for granted. Small 
space will be used in Travel until 
the first of the year, when other 
magazines will be added to the sched- 
ule, 


Adclubbers Play Golf 

The Advertising Club of Buffalo 
held the first annual Ganson Depew 
Memorial golf tournament at the 
Transit Valley Golf Club Aug. 13. 
The trophy was captured by James 
W. Naab and Fred C. Dennis. 


Miss LaHay Joins KVOR 


Miss Wauhi Lau LaHay, formerly 
announcer and continuity writer for 
WHB Broadcasting Company, Kan- 
sas City, has joined KVOR, Colum- 
bia station at Colorado Springs, 
Colo., as program director. 


Names Luckey Bowman 

Luckey Bowman, Inc., New York, 
has been appointed to handle the ad- 
vertising of Taylor & Low, Ltd. 
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THE CENSOR SAID 


“NO” 


d Yet TIMES Readers Learned of the Revolution 


.* 


“Revolution!” The flash came through 
from a neighboring South American 
capital. The government censor had acted 
quickly to close cables and wireless. 
Silence from the country itself. 


Newspapers and news services were 
powerless. In the news room of The New 
York Times, as in news rooms every- 
where, this was maddening. But obstacles 
spur to action. ‘Get them on the phone!”’ 


The trans-oceanic phones, then new to 
South America, were through for the day. 
But orders were sent . . . operators hurried 
miles through the night . . . the connection 
was made... a correspondent reached. 
““What do you know about the revolution?” 
“Plenty!” 


Thousands of miles over the wireless tele- 
phone came the uncensored story. Swiftly 


it was taken down in the news room of 
The New York Times. . . an eye-witness 
story from a correspondent expert in the 
news and affairs of South America. 


Next morning readers of The New York 
Times did not have to guess and wonder. 
They had the story. The Times had acted 
. .. the news was got... the story told 
... the censor scratched his head—and then 
clamped down on the trans-oceanic phone. 


“Remarkable!” you think? 


“Routine!” said the news department. 
“Nothing but routine!” 


**Routine!’”’ with The New York Times 
means extra news performance .. . per- 
formance that makes The Times stand out 
from other newspapers . . . that makes 
The Times first as a newspaper. 


The New York Gimes 


¢ Notable, too, is The Times’ leadership in adver- other New York newspaper. ¢ Performance in the 
tising . . . including automotive advertising. ¢ Also advertising pages follows performance in the news 
“routine,” in that every month, forsixteen years,more department. ¢ And The New York Times is ever 
advertising has been placed in The Times thaninany _ buildingan even better news-gathering organization. 


ADVERTISING REPRESENTATIVE + * *« JOHN B. WOODWARD, INC., NEW CENTER BUILDING, DETROIT 
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O’Kieffe Made 
Vice-President 
By Leo Burnett 


Chicago, Aug. 22.—Elevation of 
De Witt O’Kieffe to the vice-presi- 
dency and acquisition of a new ac- 
count, Fine Foods of Canada, were 
announced by the Leo Burnett Com- 
pany this week. The name has been 
slightly changed from the Burnett 
Company, the original style. 

Mr. O’Kieffe, who will be in charge 
of all creative work for the agency, 
was assistant to Mr. Burnett when 
the latter was vice-president in 
charge of creative work for Erwin, 
Wasey & Co. Before joining Erwin- 
Wasey, Mr. O’Kieffe was with the 
Homer McKee Company, Indian- 
apolis. 

Other recent additions to the Leo 
Burnett Company are George J. 
Thomas, formerly of James O. Mc- 
Kinsey & Co., financial consultants, 
as comptroller and secretary, and 
Strother Cary to service detail. Mr. 
Burnett is president and treasurer. 

The agency’s announcement said 
it will place Real Silk copy and 
radio programs beginning Oct. 27 
and Minnesota Valley Canning Com- 
pany Dec. 1. 

As for the Hoover Company, Bur- 


nett is said to be preparing copy, 
while Erwin, Wasey & Co. continue 
to place it. Burnett reports it will 
place Hoover copy effective Jan. 1, 
but the company, while promising an 
early announcement as to future 
plans, refuses to confirm or deny this 
statement. 

Leo Burnett Company will occupy 
its permanent quarters on the 18th 
floor at 360 N. Michigan Ave. about 
Sept. 1, or as soon as alterations are 
completed. 


Rossville to Market 
Anti-freeze Solution 


Rossville Commercial Solvents 
Corporation will enter the market 
this winter with a new anti-freeze 
solution called “Ajax Plus.” 

The new product, which is manu- 
factured at the corporation’s Terre 
Haute plant, is said to be non-rust- 
ing, longer lasting, more economical, 
and more efficient in low tempera- 
tures. 


Cleveland Club Promotes 
17th School Session 


The Cleveland Advertising Club 
will conduct an advertising class 
this fall, starting Sept. 23, for the 
17th consecutive year. 

Charles W. Mears will continue 
as dean, and the school will main- 
tain a teaching staff consisting of 
20 or more advertising experts. 


EHFA TO SEEK 
WIDER MARKETS 
FOR APPLIANCES 


Washington, D. C., Aug. 22.—The 
Electric Home and Farm Authority, 
which was recently divorced from 
the Tennessee Valley Authority in 
order that it might become a na- 
tional agency for the financing of 
sales of electrical appliances, will 
operate in much the same way as 
when it was part of the TVA. 

The new EHFA is strictly a dis- 
count agency, authorized to endorse 
notes, buy and sell chattel mortgages 
and conditional sale contracts, etc., 
to finance purchase and sale of elec- 
trical equipment and appliances, also 
plumbing equipment and appliances. 
Capital is to be provided by the RFC. 

The EHFA makes no direct loans 
to purchasers of electrical equipment 
and appliances but does purchase in- 
dividual contracts through dealers. 
These credit facilities will be open 
equally to all dealers able to meet 
necessary requirements. Included 
among these dealers, it has been an- 


Qn Quuncuncement of Importance 


TO NATIO 


EBRASKA FARMER } 


Nebraska's Farm and Home Paper 


MIDWEST FARM UNIT 
OFFERS ROTOGRAVURE 


NAL ADVERTISERS 


News Picture Insert Gives Advertisers Chance to Scoop 
Competition in a Million Richest Farm Homes 


FEATURE IS NEW WITH SEPTEMBER ISSUES ... 4 COLORS AVAILABLE 


ERE is an unparalleled opportunity for aggressive 
national advertisers to step in and 


profitable march on competition. 


Beginning with September issues, the five publica- 
tions comprising the Midwest Farm Paper Unit will 
carry a Rotogravure Section. Thrilling world events 
in pictures . . . important local farm news in pictures 


. . . and the sales messages of those 
want the best results. 

For Rotogravure is new to Midwest 
readers. New and exciting. It’s going 
to get the eager attention of every 


member of the family, and especially 
of the women. You will reach more 


than a million of these women... 
women who form one of tha richest, 
most concentrated markets in America. 


For the five papers of the Midwest 
Unit cover the 8 richest farm states in 


the land. Here 
steal a most 


is where ¥%s of the farm population 


has % of the farm wealth. Here is where 1934’s 


average farm income was $1,423—almost twice that in 


the other forty 


And here’s 
advertisers who 


states. Here is where average farm 


property value is $16,534—as compared with the aver- 
age value of only $7,225 for the other forty states! 


the picture without figures: the 


most modern and progressive farm wives, sitting of 


an evening in the best-looking living rooms of the 


highest-type farm homes, reading first 
and foremost their particular Midwest 


farm paper . .. and seeing your mes- 


sage in the newest and most fascinat- 
ing section of that paper 
Rotogravure. 


the 


Call the nearest Midwest Farm Pa- 


per Unit office, and ask to have a man 


come around with all the facts! 


THE MIDWEST FARM PAPER UNIT 


6 North Michigan Avenue, Chicago 


DETROIT 
3-258 General Motors Bldg. 


NEW YORK 


250 Park Avenue @ 420 Lexington Avenue 


THE FARMER «¢ PRAIRIE FARMER +« WALLACES’ FARMER AND IOWA 


LTURIST AND FARMER «+ 


SAN FRANCISCO 
1548 Russ Building 


HOMESTEAD 
NEBRASKA FARMER 


nounced, are independent retailers 
and the merchandise departments of 
privately and publicly owned utili- 
ties. 

The plan of operation employed up 
to this time, under which consumers 
in the EHFA financing areas have 
bought their appliances and equip- 
ment on low monthly payments, is 
likely to be followed at least in its 
main outlines hereafter. 


Utility Collected Payments 


The payments were collected by 
the local utility and billed to consum- 
ers with their monthly charges. The 
utility then forwarded the payments 
to the EHFA. The dealer received 
his money immediately, as soon as 
the consumer signed on the dotted 
line, and as soon as he sold the con- 
sumer’s paper to EHFA. 

Interest charges and a small ad- 
ditional charge for bookkeeping and 
collection costs under the EHFA 
method have been _ substantially 
lower than any previously available 
to buyers of electrical household 
equipment, EHFA officials point out. 

More than 50 manufacturers of 
electric refrigerators, electric ranges, 
electric water heaters and electric 
water pumps, heretofore have joined 
the Authority’s program for market- 
ing low cost, standard quality appli- 
ances at prices and finance costs 
which made their use economic for 
families of average means. 

In the four states of Alabama, 
Georgia, Mississippi and Tennessee 
300 retail dealers have participated 
in the sale of appliances approved 
and financed by EHFA. 

The Rural Electrification Adminis- 
tration, as reported in the Aug. 19 
issue of ADVERTISING AGE, has 
launched plans for loaning of funds 
to private agencies to extend power 
lines into rural regions. It will also 
aid farmers to install plumbing and 
plumbing fixtures and wiring and 
electric equipment. 

Financing of purchases of equip- 
ment for home use, such as power 
washing machines, radio, electric 
toasters, and plumbing fixtures, will 
be handled through the EHFA. 


Confers with Manufacturers 


The REA has been carrying on 
conferences with the General Elec- 
tric Company, Westinghouse Elec- 
tric & Mfg. Company, General Motors 
Corporation, the National Associa- 
tion of Master Plumbers, and a num- 
ber of other companies and groups 
for the working out of its plans. 

As many as 1,000,000 rural homes 
can be electrified in the next few 
years, the REA has estimated. This 
estimate includes the construction of 
lines by private and public utilities. 
On the basis of 1,000,000 homes, pros- 
pective expenditures for material, 
equipment and appliances have been 
estimated as follows: 

Wiring and lighting, $80,000,000; 
water pumps and water supply equip- 
ment, $50,000,000; plumbing and sani- 
tary equipment, $30,000,000; appli- 
ances, house and farm, $209,000,000. 

The REA will lend money on both 
electrical and plumbing equipment. 

Morris L. Cooke is president of 
REA, with G. D. Munger commer- 
cial manager. The fiscal office is 
maintained at the RFC office here, 
and an information office at 2000 
Massachusetts Ave. 


Milwaukee Firm to 
Sell lodized Foods 


Iodine Corporation of America has 
been organized, with offices and lab- 
oratory at 617 N. Second St., Mil- 
waukee, to produce and distribute 
products containing iodine in or- 
ganic combination as a food for 
humans and animals. 

Under the trade name “Biofood” 
the company will produce a food for 
human use, while “Biomass” will be 
for animal feeding. Other products 
will be “Biolac,” for iodization by 


direct application to pasteurized 
milk, and “Biobake,” for addition 
to bread. 


Test Campaign Launched 


Monmouth Products Company, 
Cleveland, has begun a test cam- 
paign in the Great Lakes territory on 
a new product, “Automatic June,” 
a hydro-metric humidifying system. 
The campaign, handled by Carr 
Liggett, Inc., Cleveland, is carried 
on through heating contractors who 
are furnished with direct mail ma- 
terial. 


“EVERY DAY" DISPLAY 


All the toilet products made by 
Colgate-Palmolive-Peet Company 
are included in this floor and table 
display being used by dealers in 
connection with the store-wide 
promotion campaign which has 
just been inaugurated by the 
company. 


Law Journal 


To Take Ads 
For Ist Time 


New York, Aug. 22.—The New 
York Law Journal, 64-year old legal 
daily, announced this week that it 
would accept general advertising for 
the first time in its history. Here- 
tofore, advertising has been limited 
to professional copy and legal no- 
tices. 

The new policy takes into consid- 
eration the fact that legal publica- 
tions are looked upon as valuable me- 
diums for general advertising in 
England and certain other countries. 

James M. Muldoon, formerly with 
the New York American and other 
newspapers, is sales promotion and 
advertising manager of the New 
York Law Journal. National repre- 
sentatives for the territory outside 
New York have not yet been ap- 
pointed. 

An unusual folder, reproducing the 
first page of the Journal, announced 
the new policy. 


Agency Is Host to 


German Delegation 
A group of visiting German ad- 
vertisers, writers and authors who 
had expressed the desire to see a 
typical American advertising agency 
in operation were conducted on a 
tour of the Frank Presbrey Com- 
pany, New York, Aug. 21. 
Following the inspection the dele- 
gation was entertained at luncheon 
at the Union League Club by Frank 
Presbrey, chairman of the board. 


WWJ Builds New Home 


Radio station WWJ, owned by De- 
troit News, is beginning construction 
on a new building directly across 
from the News, to cost approximately 
$500,000. A studio with a seating ca- 
pacity of 500 will occupy the first 
floor. Studios on the upper floors 
will be “floated” in accordance with 
latest studio building theory, so that 
earth jars and noises cannot be 
transmitted to the microphone. 


School Advertising 


to Appear in Color 


For what is said to be the first 
time, Adelphi Academy, Brooklyn, 
N. Y., will use a second color in its 
fourth cover advertisement in the 
annual educational issue of the 
Brooklyn Daily Eagle. 

Copy has been prepared by Frank 
Kiernan & Co., New York. 


Maxey’s New Work 


Ovelton Maxey has joined the ex- 
ecutive staff of Aerial Publicizing, 
Incorporated, New York, where he 
will have charge of radio station 
representation. 


~~ -—— gg - 


— 


3 ‘ 
: 
| | 
aa #: Ca 
|i a COLGATS at ‘ . | 
A) PALMOLIVE 3 * 
. EVERYDAY 9 | 
: | —s a ‘ 
| . | 
| mecessities# CO 
| 1% Z ge : 
| PO ae eases ae al 
“a Spunee ee 
a  .gansete. ae 
Z| ot i | & 25° dal a ab é 
ae + a : 7 
sre Migeney seg OOO ~ 
Poe aa pr ave ct 25 
Ripe oe 25 G on De ; 
gee. pest ’ = “~— i ~ 
aig ght Boy pee - poet 
ina a ' y eet. 
en ie oe For shiver Se ee 
ars eo! | y ‘al sweet hs 
se ghar | te: pee ; 
Cag aroma ‘a “(CATE £ 4 
si Seng ate aeeas el | em ere Py : 
aes 3 ae ay a Se ly 5 
Mee oe a sth a pe Ve ® 
pret ee ee | si eet oat Na allie ts 
CE é } cs ae oes Ta ea 
Re 6 one nage a eres 
ot ai a A ay SMD ges a aerate Ee 
eet ae ; aes ae Par eee rye rte: fe : 
peut, cel | ee ae 
ne ae “Ne | Seer ys Se 
Sere 
eer ey i 
a baie | 
i ot ae ees 
1 ah i ais Be = ———— 5 ————————— | 
eee EEE — ————E=EEEeee 
My, pe Ee 
ee 
Po 
: 
} 
: 
a 
ee mes 
Fe Se 
Saas 
Resins i 
: nue 2 pee iete an Be tt ESRC oS, N — ele ee: i i aires! 
ile cage er Tea : fen emery : m= ie rie A se ak 
mee aie Ene. iene: sary pure rege —= i le Laer 
. eee \ : 1) — ’ — inn oie 
ne ao ee i. oe TAS mega - Zr xy eee 
; a otk \ ; . B ee te 
Bayes oo \ sn a THE aici! 
Chaat Am ‘ . it Pedy | Be rae ‘A a oor tis 
re RS ae a ee “ARME ee 
fst <Ros a $ ah eeeee| { Go ——-—R i eS 
Re eta SS pean Cee @ = . = Wer» ~ i Ete ee? > 
ie nee rea 3 ae . i ey —- E SS, oa pees ar 
RE ee pee ‘ 4 = VW Serer... ‘e3 es / SS i h 3 | 
beara ae he A tees! : » = A; ee. i“ S * SS i i tog 
. fig Maeerapees ae - Pp! Pa hI a a oy : s *. : / te - 
Sy aries ie See ie shez » a 5 ~ Epa an eae 
a ie eee at: i. ame \\ SOS ees . bak eae 
its sre ; ie we. Wess. Se — Sp Be 
. ; oe $ Ses Veo iets Se i “ne, 
al ites ee Ses Ss ye *& on 
-— om 4! Sr > Serres cess te : 
ws —— © ioe == Wee oe Se ecs Se . Lay 
‘sf peitee i aon Re get eSsis = : R # 
ern eee we ae GS sae = - A / 
chee cape << ye “a iS erost: 35 Bee St, 
es 5. oe b pet ON ile. ee are Pr SEO he pg Yf 
oa OOD ge \ peaewe www MRO SAE / 
ventas D esetes Bie so \ \ eae a = ee ES aom & / 
per ne Saree : Er ote ee eee BES ae \\ a SS SSS = 2S ea Sry, mo * 
oe PRE Dee EN \ =seeee Pr BSS eS SSeS {ff 
% i cf | 
si ates (alas 
Ml aid 
- 
| 
ey 
asta 
: ia at 
7 ee 
ee 
pas ee ae H 
RE Ee ees ce ph ———=FT Po a 
are pe 
| | 
WISCONSIN AGRICUO | 
GOMES. co ates Sane ener imal igus. hh en a eee aN eben eto ote Sb tae Si ie ee iy i es meee UWS OS cca ee ite NSM aR ay I, Ait a Oe MME Mt SEL, Ne en RIES. Wal WA SUE IRR NY Coes A ad pe lho eat Me 
=. Pee ee Hrah batt Me rs Bone At ye 8 ie ae : i Pe meet Mk PTY inl or iss ag Eee paar ah oi i ae Rn gic Se oe eh ee, a SO cases og et ESR? el aa eee Re rey eh ee Siu eee Cg ee ae a aye 
SG eae: Na BBs Siac ine Pg RR ieee sree SS a eet Shes 0 eer Snel Be ere as eM a tone ak ee Rar et ais ee Reg ENEWS SG ng Stee et ay he Nar a nee elke Spee Ph . — fa : a c Mee 
eo Oe ie ee eS AN Mera als. in do Nels gt reg eiccte oe emer ay, Rig st gman cee Wham RISE yet Sgt Coal” Pal geUaR) weet gaia at scence tl ie ga ene ea Pen mgs PN Leen een om eee er ee eg gehts hs 
«gl Bie EP IE og EB aisle ery SIRS Stil Fue Ugg Oe iO i RN eerie nen emne Maree naa (EES or aes et ah te th cc OS al oe CaS oe eI gO Praaien cola gic ere, Me amt gee rue to enon, Ta Seeger er Ah he SOP enna Weer aaeNiCayi | yin er care, Ue pit meen Wes oper) ee Ie Aan ont Wa Me a = 
MORETTI eN aeim,  eee ca Till: Sod tie oe ae ae sis a FS aries Sareea ees ae Pa) ce! aa Hae Sef anc Sane Pn cakes alas See Se etiey pare ates eerie ee eee 2 er are Se ep ton Sore Ries fost Shar Be a acy stirs onic He ty aes UE isl ay cae eee ef eae 


August 26, 1935 ADVERTISING AGE 9 


- SATURDAY EVENING 
POST CIRCULATION 


For the issue of August 24th, the edition was 
3,000,000 copies—100,000 copies more than for 
the same issue of last year. 


The tremendous summer sale and the growing 
demand are significant endorsements of the 
editorial policies of the weekly. 


During the past two years the subscription list 
has grown by more than 300,000, because these 
readers did not wish to risk missing a single issue. 


The Saturday Evening Post is bought solely on 
its merits. Its circulation today is better, stronger, 


and has greater advertising power than ever 
before in its history. 


7 THE SATURDAY 
EVENING POST 


“AN AMERICAN INSTITUTION” 


— -——_e-- 


= Ver eS eS en TPO ae 


— 


EE _______________§_ | a ! 
ic 
ie 
: ' 
| 
‘i 
Th 
3 as 
oe ee ae 
eS SS 
aia 
reas 
OREM 
oe aaa 
pelea tt 
eevee 
1 ih ae ee 
ee aa oe 
eer ee 
eben aa ie 
Sigs 
ae gerne 
Bey 
i laa 
oe 
Zee ae pe 
bone ee 
pay git aate 
aa 
os 
j J 
em ore 
Sahel v 
Bt ss 
en at 
lee 5 
P : 
, ca ict 
ee et ia: 
c : 
fies mete 
a eee ee ee 
awe 
SNF S0 
: a en 
eas 
aaa 
eee 
a at ed 
) meee 
PO sts yee 
a 
ee ee 
| adn os i 
ne 
eee 5 
ee 
Dien tes a, 
fon oo: 
| ites 
Balas tna 
ee : 
roe 
ee : 
: . 
, . ‘ 
| : 
, 
ius, Sa 
" 
mi 
. *e 
ie 
. 
. 
eee fee 
ins a ne 
en ery ame 
, pero 
. 
, 
3 
> 
> 
c 
. * 
° a Ss 
? h eee. 
> B 
1 f 
{ . XU! 
" Soak . ir é t = by r Le is 3 r os . - he i hd — w we fr 2 ry ‘< x * = = .. : a a : 
BO oh nh eae bee ie a eM Pee yl Loon / ern van a aa iL Oe ee mR eee ee eg NEI EN Pr OMe IN Tt AL Boa Gia, Vida teeam eral oy "h Min ae are RN eel os Cec Mmeumet ney rch, wae Melia ote YORE CL Hg, oye ETA! aaa oa a Gel igh cag Sot mg searing ca Ny" Sta Mase pest ee ee 
Pig S12" SR Peers ie oe ace RS le GAG Fo) ig peered Mee 8m PY ewig Gey ner ne gr” ea: Py) hoe cng eine. cage cty ais Dimers CEs, eR Re nie 6 0 Cy Sa emai 5 ck REMI yh so ae ee 
ieeresean! fet See a spn ree Lasky ea) Beh dp pene SR Te RM ony 2 tT a ee in sap Ly ate vi oe tele it os Me ga PA Ye de ee ae a a ca mate we | ee RCE Cpe RT ee ee ee ee TEs. Leer. Say Cues A algerie Ret. Tages ac tage areas Seo gL Pann) 
ie octane ae oe oT ee ee RA Sieh Ee ny iia, eyo, mg 2 oR A ogee a Si as ea 
aoa ; a ; Fone ind cee. eee doe ee on ST Ne ea fe eee Fee ee sr en, ot eer Ge hoa aR ARAN EWR Rie <6) ae a ee mL gee en RR MCM eas 8 Sad ge GaN IRR Be, sel inet ie are eh! en Seg ba ete aca ane ae ya 
a - aie ey ae Biches Stes ae ao oe eee eae ear Dy oa ee On Me er ee. 2am ae SR ON rence are el (i ele enn i S| 
See rs oct mh ole) Pei ee gee are Lye : % : 3 Pra ey os ee ‘ = het 5 : = a E eae > Ne Ae Pra . Pee i ie aa pines resk ore 
PEGs ig ah yA Let ee Se eT adele > gina wh Mee oo ane, Gal ee ea re ea aee pee fees eae i 7 Ree chs * igs a er Se ee ea et ee Nice ae oe Ae See. er . . BN teary oh A by 
Soir tas ty eae) Be A'S Bie yi ht, Wed ret eRe Lape ee o) an Cag meet ae aoa oat TS Mec maPER EN ES. pean Spe Reng ee et Se an ste scence OR 0 eee Sf NP alg tops ret eee Se Teens Rt os Brie Gt, i ie, ere Skane. yee ce 
OR Nome i Si een Cae oe nh Ne MMPS mt Ny a) Lene GUM. pe oo Pe aR AL iy, rest See ea ge She allah Vara e Coy oN E oh page 1) erie amr Mg an em cee eg s Ie OE sg) Gh eh gt al |e Meg. Ta A ee eee ee Re EG nN A ne : : ; as eu Sev pees ra real ines ae he 
Bg aa eat as ge Nn Ng en 7 Oe ee ere eee ce eo: 
ns es tas tel et oS ar os: edie 2 ppg pe) arg shies o ra ; “ oor hi REE pee eS a : eb tiie tee ome Cece he Mamma iM 28) eaoati a Na gS ieg SA goee eye, gM a tae RRM a Ee oy ree rms ete or Ng SO 9 OM ete eee en ne ee Renae Dea 8S a 


10 


ADVERTISING AGE 


August 26, 1935 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Trade Mark Registered U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Publication Office, 100 E. Ohio St., Chicago 
New York Office, 330 W. 42nd St......... 


6. D. CRAIN, Jr., President and Publisher 


KENNETH C. CRAIN, Vice-President 


E. KEBBY, Secretary 


S. R. BERNSTEIN, 


HAROLD MONAHAN, Eastern Editor. 


Managing Editor 


MURRAY E. CRAIN, RALPH O. McGRAW, 


KEITH PAXTON, DONALD B. HARTER and ERNEST ANDERSON, Associate Editors. 
Correspondents in All Principal Cities 


Advertising Department 
NEW YORK: Herman C. Daych, Advertising Director; Kenneth C. Crain. CHICAGO: 
O. L. Bruns, Vice-President and Western Advertising Manager; Richard J. Ahrens. 


SAN FRANCISCO: Simpson-Reilly, Russ Bldg., Walter S. Reilly, Manager. 
ANGELES: Simpson-Reilly, 536 S. Hill St., Gordon Simpson, Manager. 


LOS 
ATLANTA: 


B. Frank Cook, Walton Building 


MEMBER 


Audit Bureau of Circulations, Associated 


Business Papers, Inc., National Publishers’ 


Association, Advertising Federation of America. 


Vol. 6, No. 34 


AUGUST 26, 1935 


5 Cents a Copy, $1 a Year 


Business on Guard 


The adjournment of Congress is 
hailed by business men everywhere 
with a sigh of relief. The session 
has kept the situation in an uncer- 
tain condition for months. Radical 
legislation threatening violent 
changes in many business operations 
has been introduced and discussed, 
and some of it has been enacted into 
law. But the turmoil induced by 
the large volume of legislation inim- 
ical to business, proposed and threat- 
ened, has been the chief handicap to 
progress since Congress began its 
session last January. 

The period before the next session 
will therefore furnish a breathing- 
spell during which business will be 
able to develop a more optimistic 
sentiment, based on steady recent 
improvement in many basic economic 
factors, and to make plans for fur- 
ther development of the broadened 
opportunities for sales expansion. 
The increasing strength of business 
organizations in providing intelli- 
gent opposition to the more extreme 
measures aimed at business by the 
administration at Washington should 
likewise make for greater confidence 
in the future. 

The past session has demonstrated, 
however, that business men must be 
on the alert to defend themselves 
from radical legislation. The efforts 
which have been made this year have 
shown that, while certain trends can- 
not be entirely changed, they can be 
modified so as to be less menacing to 


business. The attitude of individuals 
and organizations should therefore 
continue to be one of careful scru- 
tiny of proposed changes affecting 
business, thus making it possible to 
present vigorous opposition when the 
facts justify it. 

Many of the laws, proposed and 
enacted, which were considered by 
Congress in 1935 have been signifi- 
cant to advertising and merchandis- 
ing interests, and have had to be con- 
sidered with reference to their prob- 
able effect on those business activi- 
ties. The advertising field has been 
well represented at Washington, and 
its attitude toward legislation has 
been consistently intelligent, with 
specific opposition to those phases of 
proposed legislation which threat- 
ened to be unreasonable or unduly 
burdensome. 

The failure of the Copeland bill 
tc pass, in spite of the acceptance of 
the revised measure by many adver- 
tising groups, indicated a feeling 
that at least some of the continued 
cpposition was justified. During the 
next four months further considera- 
tion will be given to the measure, to 
the end that when and if it is en- 
acted, control of advertising will not 
be too highly centralized. In the 
meantime, thanks and appreciation 
are due those organizations which 
have continued to stand guard, in be- 
half of business and advertising, over 
the legislative situation at the na- 
tional capital. 


The Changing Agency Situation 


More changes in advertising 
agency organizations and in the 
agency connections of national ad- 
vertising accounts have taken place 
recently than for a long time. These 
changes indicate the determination 
of agency executives to establish 
their organizations on the most eft- 
cient and workable basis which can 
be developed, and from the stand- 
point of national advertisers indi- 
cate that agency service is being 
given the utmost study and consid- 
eration. 

We are at an important stage in 
the recovery period, when business 
progress can be greatly accelerated 
by advertising of the right char- 
acter. In the case of many products 
of national reputation, their adver- 
tising will be the most important 
single factor in determining the 
progress which they will make in the 
next few years. In numerous in- 
stances the cost of advertising is 
the largest single item in sales ex- 


pense, and more than that, its value 
may be more or less than the cost, 
depending on the ability with which 
the advertising-merchandising pro- 
gram is set up and executed. 

Under those conditions business 
executives are fully justified in a re- 
check, from time to time, of their 
agency affiliations. They are not 
only entitled to full value for their 
advertising expenditures, but they 
cannot afford to get less. Their com- 
petitive positions, the results of sales 
efforts in terms of volume and prof- 
its, the future of the business for 
years to come, will all be profoundly 
influenced by the advertising which 
be developed, and from the stand- 
back to the prosperity plateau of 
former years. 

Advertising agencies occupy an 
extremely strategic position in this 
business picture, and the leaders 
know that they must be more than 
ever prepared to meet the respon- 
sibilities which are theits. 


—Judge. 


"| built that birdhouse but I'm a dental cripple just the same." 


Voice of the Advertiser 


Intourist Copy Proves 
Annoying to Mr. Beach 

To the Editor: What do you call 
“successful advertising?” 

On Page 1 of AvvVERTISING AGE for 
July 29, under the head, “Stirs 
Travel Urge,” appeared a reproduc- 
tion of an ad (Soviet) Intourist, Inc., 
ran last spring featuring the com- 
munist summer school at Moscow 
University. Your comment read: 
“One of the pieces of newspaper 
copy which has proved unusually suc 
cessful in stimulating travel to Rus- 
sia’”—and referred to the story on 
Page 4. 

On Page 4, under a “Moscow, U. S. 
S. R. July 6” dateline you quoted 
their copy, “American tourist travel 
in the Soviet Union has increased 

wi 

You must have been hard up for 
material and the L. D. Wertheimer 
Agency, for Intourist, equally hard 
up to release such institutional 
bunk. Don’t your editors read the 
American papers? A week in ad- 
vance of your July 29 issue our press 
headlined the fact that some 250 
American students who went to Mos- 
cow to attend this much-advertisea 
school had been left stranded by the 
Stalin gang on the excuse that the 
instructors were needed elsewhere. 

Your job, of course, is to defend 
the advertising profession, but as a 
member of the profession I am won- 
dering if the agencies are so hard 
up they have to peddle Soviet propa- 
ganda (for that is all it turned out 
to be) for the mere 15 per cent? 
This would make good material for a 
Hearst editorial on “15 per cent 
Americans.” 

Better let Copy Cub handle this 
kind of a joke—although even he 
muffed it in the Aug. 5 column. 

P. G. BEACH, 
Advertising Department, Union 
Pacific Railroad, Omaha, Neb. 
77 @ 


Chappel Bros. Do 


a Redesign Job 
To the Editor: Appreciating that 
your publication is on the look-out 
for developments of new packaging, 
we enclose herewith photographs 
showing the latest developments in 
Chappel Bros. line. 
Recognizing the value of better 


shelf appeal, this company is rede- 
signing its entire line of packages. 
The first of the new family group to 
make its appearance on the market 
is a five-pound carton of dog biscuits, 
replacing a bag. This new carton is 
a pleasing combination of buff and 
deep red, enriched by a coat of var- 
nish. The can design motif is being 
adapted to can labels and the entire 
design program is being handled by 
D. R. McDavid, well known Chicago 
designer. 

One of the photographs (repro- 
duced herewith) shows the old and 
new labels for Maro-Meat. In a sur- 
vey of retail outlets conducted by 
Mr. McDavid, it was found that the 
diagonal band was a most simple yet 
uncommon pattern for can labels. 
The plan of coordination in general 
is to carry through a special buff 
color at the top and change the dark 
color at the base with each type of 
dog and cat food. 

The design motif is taken from the 
old Ken-L-Biskit cartons. The new 
carton was reshaped to give the ap- 
pearance of being larger than the old, 
at the same time forming a more 
pleasing proportion. The greatest 
improvement, however, does not 
show in the illustration because the 
change is in the color scheme, The 
harsh yellow, reds and blues of the 
old carton created an atmosphere of 
cheapness. The quality effect gained 
by simplifying and refining the color 
scheme makes the new carton appear 
to be worth twice as much as the old. 


Three types of dog biscuits for- 
merly selling individually under 
different names have been combined 
under Ken-L-Biskit. The descriptive 
matter in the circle on each carton 
is changed for each kind. 

The labels and packages were 
printed by Franklin Printing Com- 
pany of Rockford. 

W. H. ALEXANDER, 

Chappel Bros., Inc., Rockford, III. 

vvy 


Sees Need for Efficient 


Publication Promotion 

To the Editor: Publication promo- 
tion evidently is getting more careful 
attention than in former years, as is 
borne out by the more interesting 
and prolific advertisements which 
publishers are running in your good 
paper, for instance. 

The race for supremacy among 
publishers in various fields is be- 
coming swifter which accounts for 
the fact that publishers recognize the 
need to do a better promotion job 
for themselves. In fact, advertising 
for advertising’s sake on the part of 
all medium owners is rapidly coming 
into its own. 

A publication can be judged by its 
promotion as much as by its space 
salesman. A sloppy looking promo- 
tion advertisement reflects to the dis- 
advantage of the publication much 
the same as an untidy or imprudent 
representative can undermine the 
publication. Publishers’ promotion is 
the personality of the publication in 
print. 

Yet there are many publishers still 
sending out mailing pieces or using 
space in the advertising press that 
are either so inert as to do no more 
than raise the question “so what?” 
or actually kick the publication’s rep- 
utation downstairs. 

All too often the publisher gives 
what I like to call a “survey party” 
for the boys. Around this is built 
the promotion. It is a nice party but 
rather expensive, to say the least. I 
am referring to such surveys, for in- 
stance, as those which show that the 
readers of a publication express a 
preference for certain brands of 
products, but the publisher fails to 
show that his publication has any 
bearing on such choices. In other 
words, the information is academi- 
cally interesting and possibly valu- 
able, but there is no significance to 
the publication itself. 

In many instances a publisher 
spends a few thousand dollars on a 
survey but devotes only a little pin 
money to the promotion of the re- 
sults. Good publication promotion 
can do a tremendous amount of good. 
It is a big subject in itself and should 
be a mighty important part of every 
publication’s business. 

We have developed this part of 
our service to the point where it has 
become a major division of our own 
business. We number among our 
clients almost as many publishers as 
does our agency division include 
manufacturers. The two divisions 
are operated entirely independent of 
one another so that at no time does 
the relationship between the pub- 
lisher as a customer of ours inter- 
fere with the selection of publica- 
tions for whom we or our clients be- 
come the customer. 

Better space-selling, whether in 
print or in person, will not only sim- 
plify the space buyer’s job, but make 
for better space buyers. 


S. M. MASSE, 
Manager, Merchandising Division, 
Advertising Production,  Inc., 


Cleveland, O. 
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Into the market baskets of every 8 residents of this rich section of the country 
flows annually, merchandise in volume equal to the purchases of 10 average 
Americans. ® For the 7 states comprising this high-buying-power market, with 
7.8% of the nation’s population make 10% of its total retail purchases. ¢ Their 
average annual expenditures through retail stores amount to $264.00 per 
capita compared with a national average of $204.00. © Advertisers may 
blanket this rich potential market (38% coverage of all families) with... 


@ A medium preferred by its residents —for the papers 
listed below are first choice in their community. 


@ A medium preferred by its retail stores — who select 
their media on a cash-register basis. 


@ The visibility of color. 


A magazine medium with a circulation of 1,031,131, smoothly distributed through- 
out the entire area. ® Through the Sunday Magazine or Comic Section of ... 


SAN FRANCISCO CHRONICLE * OAKLAND TRIBUNE * SACRAMENTO UNION * LOS ANGELES TIMES * SAN DIEGO UNION * TACOMA LEDGER 
SEATTLE TIMES * LONG BEACH PRESS-TELEGRAM ~ SALT LAKE CITY TRIBUNE * SPOKANE SPOKESMAN REVIEW * PORTLAND OREGONIAN 


This Sales Manager's Year Book 
will be delivered on request by 
any of the offices listed below: 


ASSOCIATED NEWSPAPER COLOR, INC. 


macazine section ‘“ THE MAGAZINE OF THE PACIFIC COAST” coins secten 


: 


eriicis: NEW YORK a CHICAGO a DETROIT. a CLEVELAND a SAN FRANCISCO . 10s ANGELES 
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TALENT SEARCH 
THE SCREEN WANTS NEW TALENT. 
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THE SEARCH FOR TALENT” MOVIE TRUCK Ne 
CPing TAD rir, rs 
PARCHT FOR TALENT | = 
GUIVERSAL PRIWRES  HOLD-O08 aon Ps: b 
> meTION PICTURE —_SCRLEN PLAY 


One of the advertisements an- 

nouncing the screen talent search 

sponsored by Hump Hairpin Mfg. 

Company in conjunction with Uni- 

aan Pictures, “Motion Picture," 
and "Screen Play.” 


FOUR JOIN IN 
NEW QUEST FOR 
SCREEN TALENT 


Hump Hairpin, Universal, 
Magazines Join Forces 


Chicago, Aug. 23.—An _ unusual 
four-way tie-up in a search for movie 
talent and sales has been engineered 
by Hump Hairpin Mfg. Company, 
Universal Pictures, Motion Picture, 
and Screen Play, Fawcett Publica- 
tions. 

The “search for talent,” as the 
promotion is called, follows the fa- 
miliar lines of other such contests, 
but introduces several new angles. 

One of the most interesting of 
these is the fact that the entry blank 
for the contest is printed on the back 
of the card on which Hump’s Hold- 
Bob bob pins are sold, so that any 
purchaser of these pins automatically 
secures an entry blank in the con- 
test. 

Another is the elaborate tie-up de- 
veloped to assure proper enthusiasm 
for the contest on the part of the 
public. 

The contest will be announced to 
the public through Hold-Bob adver- 
tising in the October issues of pub- 
lications in the Fawcett Screen Unit, 
which comprises Hollywood, Screen 
Book, Screen Play, Motion Picture, 
and Mowie Classic, while Motion Pic- 
ture and Screen Play, which are co- 
sponsors of the project, will feature 
it editorially. 


Merchandised to Trade 


Starting with September issues, 
the campaign will be merchandised 
to the trade as a powerful aid in 
selling not only Hold-Bob pins but 
all other beauty accessories through 
Hold-Bob advertising in American 
Druggist, American Hairdresser, 
Chain Store Age (general merchan- 
dise and drug editions), Dry Goods 
Economist, Dry Goods Merchants’ 
Trade Journal, Modern Beauty Shop, 
and Notion and Novelty Review. 
Color pages will be used in all of 
these publications. 

Most spectacular promotion in the 
campaign will be a cross-country 
trip of a specially built sound-screen 
truck, which, with a crew of five 
men, will travel across the country 


‘ 
. - ~ ~ ent ee ee 


taking screen tests of local contest 
winners. 

This completely equipped studio 
truck, which also has facilities for 
showing movies, will leave Los An- 
geles Sept. 1 on its initial trip, on 
which from 24 to 32 cities will be 
visited, with the tour and the con- 
test ending Jan. 1. If results war- 
rant, the truck will continue its 
travels next year, with a new con- 
test being organized along the same 
lines. 


Theaters to Show Tests 


Theaters in each city to be visited 
by the truck will run trailers adver- 
tising the contest for two weeks in 
advance of its arrival, and in each 
city the local tests will be held on 
the screen of a theater. Window dis- 


plays and counter cards on the prem- 
ises of Hold-Bob dealers will heighten 
interest in the contest. 

An interesting feature which is 
expected to make local theaters more 
eager than usual to cooperate is that 
the films made in the local screen 
tests will be returned to the theaters 
where they were made for showing, 
after they have been processed. 

At least six of the local winners, 
and possibly more, will be sent to the 
Universal Studios at Hollywood for 
a final screen test, with contracts 
being awarded to those who measure 
up to requirements. 

Contest headquarters have been 
set up in the offices of Hump Hair- 
pin Mfg. Company, with Irving R. 
Green, Hump advertising manager, 
acting as managing director. 


LeQuatte, Fry Will 
Address F. A. A. Meet 


H. B. LeQuatte, president of 
Churchill-Hall, Inc., New York, and 
president of the Advertising Club of 
New York, and Wilfred W. Fry, 
president, N. W. Ayer & Son, Phila- 
delphia, have been added to the list 
of speakers for the annual convention 
of the Financial Advertisers Associ- 
ation at Atlantic City Sept. 9-11. 

Another advertising agency presi- 
dent, G. Munro Hubbard, president 
of Doremus & Co., New York, will 
also address the convention, as pre- 
viously reported. 


Dunphy Joins “Oil Heat” 

H. I. Dunphy, formerly with Na- 
tional Oil Burner Dealers Associa- 
tion, has joined the editorial staff of 
Oil Heat, New York. 


Roger McDonald Joins 
William Rankin Company 


Roger C. McDonald has joined Wm. 
H, Rankin Company, where he will 
be in charge of plans and produc- 
tion. He has been art director and 
a creative executive of leading agen- 
cies in the West, and most recently 
was in charge of advertising produc- 
tion at L. Bamberger & Co. 


Cash Rewards Good Taste 


Crocker-McElwain Company, Hol- 
yoke, Mass., is conducting a contest 
in which five cash prizes are offered 
for the selection of the best designs 
contained in a portfolio of 15 indi- 
vidualized letterheads. Members of 
the International Association of 
Printing House Craftsmen will act 
as judges. 


_ Rates... New Circulation Methods 


The Literary Digest announces an important change of policy. 

For 44 years The Digest has been securing subscriptions through the mails, 
usually giving subscribers a premium. With the aid of premiums, The Digest 
built volume circulation. 

Now —The Digest has definitely decided to make a gradual change from 
premium to non-premium circulation. 

True, investigations have proved repeatedly that Literary Digest subscrip- 
tions sold with or without premiums were of the same high standard type. 
(The character of premiums offered have appealed to that type of individual.) 
It is, however, a general tenet of many advertisers that there is better adver- 
tising value in circulation secured without a premium. The Digest’s new 
policy is distinctly in line, therefore, with this opinion. 


% * * 


It is possible, therefore, to make a reasonable gauge of the reduction in cir- 
culation to be expected. 
With reduced premium circular mailings in the first six months of 1935, 


the average net paid circulation for that 
period was 920,000 copies per week. On The 


Literary Digest’s conservative estimate, the 


average net paid circulation for the second 
six months of 1935 is expected to exceed 
700,000 copies per week. 
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Hupp Copy in 
Newspapers to 
Be Boosted 30% 


Detroit, Mich. Aug. 22.— Hupp 
Motor Car Corporation plans for the 
forthcoming months call for an in- 
crease of more than 30 per cent in 
newspaper advertising, as compared 
with its expenditure per car in any 
former year. 

Hupp newspaper advertising is 
now being carried in more than 400 
newspapers, and the company is now 
using more advertising than in any 
previous month this year, W. B. 


Hurlburt, vice-president and director 
of sales, points out. 

The company plans to employ ad- 
ditional newspapers and to make 
more frequent and liberal insertions, 
he said. Working through the De- 
troit office of Stack-Goble Advertising 
Agency, Hupp proposes to concen- 
trate its advertising in cities and 
towns where it has representation, 
and to discontinue advertising in 
districts where it has no selling 
service. 


Security Steel Appoints 

Security Steel Equipment Corpora- 
tion, Avenel, N. J., maker of office 
equipment, has appointed Lake-Spiro- 
Cohn, Inc., of Memphis and New 
York, to handle its advertising. Mag- 
azines and direct mail will be used. 


McCutcheon Featured in 


Long Distance Broadcast 


John T. McCutcheon, Chicago Tri- 
bune cartoonist, reviewed the details 
of his air voyage in a long distance 
broadcast from Rio de Janeiro over 
WGN, Aug. 16. 

The broadcast was brought by 
radio telephone from Rio de Janeiro 
to New York, then by special wire 
to WGN, Chicago, a distance of some 
6,000 miles. 


Tire Association Moves 


Headquarters of the National Tire 
Dealers Association are being shifted 
from 100 N. LaSalle St., Chicago, to 
143 W. 58rd St., New York, to facili- 
tate the work of George J. Burger, 
newly appointed secretary and gen 
eral manager of the association. 


N. J. Standard Oil 
Shifts Personnel 


A. S. Pawling, formerly manager 
of the tire, battery and accessories 
department of the Standard Oil 
Company of New Jersey has been ap- 
pointed head of the company’s new 
merchandising division. 

R. R, Cunningham, former head of 
sales promotion and training, has 
resigned to rejoin LaSalle Extension 
University, Chicago, Sept. 1. 


Griscom Changes Title 


Bronson W. Griscom, formerly 
vice-president, has become president 
and publisher of Township Publica- 
tions, a group of ten Nassau County, 
N. Y., weekly newspapers. New York 
offices of The Township Press, Inc., 
are at 551 Fifth Ave. 


The New Rates 


The Literary Digest announces new 
rates based on a guaranteed delivery of 
600,000 copies average net paid per week 
—and confidently expects to average a 
surplus of 100,000 above the guarantee 
for the second six months of 1935. The 
new rates are as follows: 


Page Rate . . 


Double Column Rate . 1,300.00 
Single Column. Rate . 
Line Rate. . 


* + 


$1,800.00 


690,00. 


ae 4.50 


Another Famous Digest Poll 


As we approach a presidential year, The 
Literary Digest announces that it will continue 
its nation-wide poll activities, which have always 
been given the widest publicity through news- 
paper, magazine and radio advertising. The effect 
of this poll is to give advertisers an advantage 
which they secure through no other magazine. 


Continuing to Issue The Literary 
Digest Advertising Guide 


Subscribers will continue to re- 
ceive regularly through the mails 
The Literary Digest Advertising 
Guide, consistently promoting the 
buying of advertised products. 
“‘No other group of families is 
better informed about advertised 
products than those who read The 
Literary Digest.” 

That The Literary Digest audi- 
ence is a responsive buying audi- 
ence hasbeen proved by numerous 


surveys made in 1933-1935, in cooperation with 
many national advertisers, verifying results in 
actual sales through dealers. 


In Summary —the Advertiser May Now Expect 


—To cover The Literary Digest market and se- 
cure its great influence with the dealer (the 
name of no other magazine is better known) 
for a very much smaller appropriation. 

—To receive the benefit during the second six 
months of 1935, of a considerable surplus 


delivery. 


—To enjoy the same generous cooperation The 
Digest has offered its advertisers in the past. 


The advertiser may buy space for 1936 on 
a guarantee or rebate basis, with the further 
assurance that The Digest will be vigorously 
promoted and widely read in the coming pres- 


idential year. 


literarvDige 


MES GEt 6.4.7... BE.8 U I. T.S. 


DESOTO HELPS 
MOTORISTS 10 
COMPARE VALUE 


Detroit, Mich., Aug. 22.—Working 
on the theory that today’s car buyers 
want proof of claims, the DeSoto 
Motor Corporation has launched a 
“Compare the Value” campaign de- 
signed to demonstrate the car’s value 
in comparison with others in its 
price class. ' 

Already 


tested in several key 


_|cities, the plan has proved one of the 


most successful merchandising cam- 
paigns of recent years, DeSoto execu- 
tives declare. 

Under the direction of L. G. Peed, 
vice-president of DeSoto, dealers 
from coast to coast are staging 
dramatic tests to show features of 
the product. Cooperative advertis- 
ing, promotional literature from the 
factory, and both interior and ex- 
terior displays will be used to pro- 
mote the campaign. 

Prospects will be invited by deal- 
ers to prove to themselves the merits 
of DeSoto’s claims of safety and 
economy. Police departments have 
been enlisted by many dealers to co- 
operate in staging a “Safety Lane” 
test to prove the efficiency of DeSoto 
hydraulic brakes. 

Prospects, too, are being urged to 
make a gasoline economy test in 
their old cars and then in one of the 
new DeSoto models. This test re- 
quires the use of a small tank affixed 
to the side of the car in a position 
where it is always visible to the 
driver, and oftentimes proves to the 
prospect that his old car is costing 
him more in gasoline waste than a 
new and more powerful car. 

A booklet, graphically describing 
the complete details of the campaign, 
has been sent out to the dealer or- 
ganization. In addition to the brake 
and gasoline tests, the brochure out- 
lines many other comparisons that 
make effective sales ammunition for 
DeSoto dealers. 


Connecticut Governor 
Names Ad Commission 


Gov. Wilbur I. Cross of Connecti- 
cut has appointed a five-man state 
publicity commission, which through 
advertising and publicity will seek 
to attract visitors and permanent 
residents to the state. The newly ap- 
pointed members are: Willard B. 
Rogers, Bond Hotels, Hartford, chair- 
man; Albert E. Lavery, president, 
Connecticut Chamber of Commerce; 
Vincent Maloney, associate editor, 
Waterbury Democrat; Charles E. 
Smith, vice-president, New Haven 
railroad; and James T. Moran, chair- 
man of the board, Southern New 
England Telephone Company. Thomas 
C. Perkins, Hartford, has been named 
executive secretary. 

Through action taken by the Con- 
necticut general assembly, making 
provision for the commission, the 
state becomes the fifth New England 
state to embark upon an advertising 
program. 


New Campaign to Herald 
Return of Altes Lager 


Altes Lager Bier, product of Tivoli 
Brewing Company, made its first 
post-repeal appearance in Michigan 
Aug. 21. It was heralded by a 
burst of newspaper and outdoor ad- 
vertising designed to bring the brand 
back to its pre-1919 position as the 
largest selling beer in Michigan. 

The advertising campaign, pre- 
pared by MacManus, John & Adams, 
Detroit, is planned to hark custom- 
ers’ memories back to the “good old 
days.” The old label and the same 
green bottles are being featured. 


Charlie Chan Producer 
Offers Unique Premium 


American Radio Features Syndi- 
cate, Los Angeles, will introduce a 
series of “Charlie Chan’s Old Chinese 
Proverbs,” which will be made avail- 
able to sponsors of the Charlie Chan 
series as a “premium.” 

The new series of proverbs is de- 
signed for use in closing Chan pro- 
grams, each unit in the series con- 
taining a bit of homely philosophy 
from the famous Honolulu detective. 
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Cement Maker’s 
Farm Campaign 
Scores Success 


Kansas City, Mo., Aug. 22.—Use of 
relatively small space in all midwest 
farm papers, for a campaign on be- 
half of Ash Grove Portland cement, 
has provoked a highly satisfactory 
response from the farm market for 
the Ash Grove Lime & Portland 
Cement Company, Kansas City. 

The company launched its farm 
campaign in August, with copy fea- 
tured by employment of cartoons and 
“balloons.” Uses and advantages of 


concrete on the farm provided the 
theme of each cartoon in the current 
series. “Conversation” of animal 
characters was shown by means of 
the balloons. 


Cement Protection 


The advertisements depicted the 
value of cement for farm buildings, 
building foundations, fence posts, 
feeding floors for hogs, and other 
purposes, and pointed out that 
cement furnishes protection against 
termites, windstorms, fire, rats, and 
rust. 

Each advertisement was 21% inches 
on two columns. The series was con- 
ceived and developed by Richard 
Slater, Ash Grove’s advertising man- 
ager, with cooperation of the art and 


production departments of Potts- 
Turnbull Advertising Company. C. R. 
Lawson is account executive. 


Readers were urged to contact 
local Ash Grove dealers, or to write 
the company for further details. 
Each suggestion has produced a large 
volume of replies. 

Shortly after the series started, re- 
quests began to arrive from dealers 
for small pieces reproducing the ad- 
vertisements. Blotters were then 
prepared. 

For several years cement makers 
have relied largely on association ad- 
vertising of cement to the farm trade. 
Until the present series began in 
farm papers, the Ash Grove company 
had confined its advertising almost 
entirely to contractors’ publications. 


Mrs. Bost in East 

Because of an expansion of east- 
ern activities, Bernice Challenger 
Bost, editor and publisher of Inland 
Topics, Chicago and mid-west maga- 
zine,is now making her headquarters 
at the publication’s New York office 
at 9 E. 40th St. She will spend 
one week of every month in Chi- 
cago, commuting between the two 
cities by plane. 


“Outfitter” Sold 


Institutional Publications, Inc., 612 
N. Michigan Ave., Chicago, has pur- 
chased The Outfitter, business publi- 
eation for hotel, restaurant and in- 
stitutional supply houses, from Do- 
mestic Engineering Company, Chi- 
cago. Institutional Publications also 
publishes Hospital Management. 


In the Terrace Room, Hotel New Yorker, New York. 


“ 


so we're thinking of tightening up on southern credits, 


Colonel, until the AAA’s cleared up in the courts.” 


“That's your business, sir. 


But Business Week says farm income 


is still going up and our country’s been leading the agricultural 
revival for two years. No AAA decision can cancel that.” 


Reprinted from Business Week, 


More Than 900,000 A. B. C. Net Paid 
Rate Base ... 850,000 Guaranteed 


July 27, 1935. 


and 


more, 


what's 


Colonel .... 


Our 1935 Cotton Crop 
Alone Promises to Bring 
Nearly One Billion Dollars 


—A Gain of 


$170,000,000 


No AAA court decision can cancel the hundreds of millions in cash coming to Southern 
farmers during the fall and winter months from the sales of much larger cash crops at 
highly profitable prices, and from AAA benefit payments. 


The August 8th Report of the U.S.D.A. estimates the 1935 cotton crop at 11,798,000 bales 
—an increase of 2,162,000 bales over the 1934 crop. It is conservatively estimated that 
the 1935 crop will bring to the South One Hundred and Seventy Million Dollars More 
than last year’s $788,000,000 crop. 


And on the early markets the increased tobacco crop is selling at prices well above last 


season’s average. 


What better assurance could be given that sales and advertising effort in the Rural 
South will continue to be richly rewarded? 


And Progressive Farmer’s record of advertising carried and gained is abundant proof of 
its wide recognition as the most essential medium for influencing sales in this prosperous 


market. 


PROGRESSIVE FARMER 


BIRMINGHAM 


and Southern Ruralist 
RALEIGH 


250 Park Avenue, New York 


MEMPHIS 


DALLAS 
Daily News Bldg., Chicago 


THE SOUTH'S LEADING FARM-AND-HOME MAGAZINE 


ESSO MOTOR OIL 
IN CANS MAKES 
BOW IN DAILIES 


New York, Aug. 22.—A newspaper 
campaign broke this week introduc- 
ing Esso motor oil, which will be 
marketed only in cans by the Stand- 
ard Oil Company of New Jersey and 
will not supplant Essolube, the reg- 
ular motor oil which will continue to 
be sold at all Esso stations and 
dealers. 

The theme of the advertising is 
that the new product speaks for 
itself as the lowest consumption and 
highest performance motor oil made. 
It will come under Standard of New 
Jersey’s “Happy Motoring” banner, 
keynote of Esso Marketers’ recent 
advertising. 

Four outstanding features will be 
discussed in the copy: it keeps its 
body at high temperatures, yet 
pumps and flows readily at sub-zero 
registrations. It is consumed slowly 
and does not form excessive carbon 
or sludge. Under these four major 
headings, collateral advantages will 
be discussed. 

Technically, the advantages are 
said to be derived primarily from the 
fact that Esso Motor oil has the 
highest viscosity index of any motor 
oil, or, in other words, the body re- 
mains more nearly constant with 
temperature variations. 

In addition to newspaper adver- 
tising, the product will be featured 
on Guy Lombardo’s program for 
Esso Marketers. A direct mail cam- 
paign on a cooperative cost basis is 
available to dealers. Other materials 
include station curb signs, window 
posters and novelty folders. McCann- 
Erickson, Inc., is the agency. 

Esso motor oil will be sold at sta- 
tions and dealers of Esso Marketers, 
comprised of New Jersey, Pennsyl- 
vania and Louisiana Standard Oil 
companies and the Colonial Beacon 
Oil Company. 


Berlin School 
Compares Value 


Of Ad Mediums 


Berlin, Aug. 10.—After an exten- 
sive survey of results obtained from 
various forms of publicity, the Tech- 
nical High School of Berlin has re- 
ported its finding that newspaper 
and magazine advertising is the least 
expensive and most efficient. 

Based on results obtained from the 
amount expended, the report pre- 
sents the following percentages of 
efficiency: 

Newspaper advertising, 40 per cent 
successful; window cards, bearing 
prices, 34 per cent; electric signs, 
24 per cent; posters, 19 per cent; 
street car and autobus cards, ten per 
cent; house to house canvassing, 
four per cent; advertising novelty 
gifts, four per cent; publicity films, 
three per cent; advertising on de- 
livery cars, two per cent. 


Urges Newspaper Ads 
for Wall Paper Promotion 


Newspaper advertising and better 
use of window displays will increase 
wall paper sales for manufacturers 
and dealers, Leonard G. Rennie, of 
the Wall Paper Institute, New York, 
told manufacturers and other mem- 
bers of the trade at a meeting in 
Buffalo. 

This advertising, Mr. Rennie said, 
should not be in the form of a coop- 
erative campaign conducted by the 
Institute. He urged local promotion 
by manufacturers and dealers. While 
a survey had disclosed an increase in 
wall paper sales, the gain has not 
been in proportion to increases in 
other industries, he asserted. 


Knowlson to T. W. A. 


R. S. Knowlson, for the past 15 
years aviation editor of the Kansas 
City Star, has been appointed man- 
ager of public relations of Trans- 


continental & Western Air, Inc. 
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ASSOCIATION TALKS |General Mills Re-elects ichi are unpaid for 1932 or before that | French Publicity 
New VieoPresidents| Michigan Prods |reir\'me srw muaiinet io ve Group Formed 


A Message to the People of New Orleans 


on the 


Future of Their Homestead Associations 


“New Safety for a Time-Tested Way of Seving” 


4 ewmees be sate ® Petey 
meena ame Ler Bot Bowes 


Cremmen 1 


All officers of General Mills, Inc. 
were re-elected at the annual meet- 
ing at Wilmington, Del., Aug. 16. 

C. B. Lott was elected vice-presi- 
dent of Washburn Crosby Company, 
Inc., of Chicago, and G. S. Kennedy, 
Ralph S. Herman and H. W. Petti- 
bone were named vice-presidents of 
Washburn Crosby Company, Inc., of 
Buffalo, General Mills affiliates. 


Welcher Makes Change 


I. Welcher, formerly eastern man- 
ager of Rapid Copy Service Com- 
pany, is now general manager of 
F. A. Russo, Inc., New York, a photo- 
stat service. J. I. Herzlinger has 
joined the organization as sales man- 
ager. 


Tax Delinquents 


Detroit, Aug. 22.—The state of 
Michigan has launched a $75,000 ad- 
vertising campaign to speed payment 
of an estimated $250,000,000 due in 
delinquent taxes. Milton M. Alexan- 
der Company, Detroit, is directing 
the campaign. 

Newspapers are being used princi- 
pally, augmented by outdoor posters 
and radio. Every daily in the state 
is carrying the advertising during 
August, and a large list of selected 
weeklies is also being used. 

Present Michigan laws provide for 
a ten-year amortization plan if taxes 


due by Sept. 1. The advertising 
hammers away at the necessity for 
immediate action if property owners 
are to secure the benefits of the ten- 
year plan. 

Several counties have successfully 
employed advertising as a means of 
collecting back taxes, and the en- 
larged state program is an outgrowth 
of these experiences. 


Names Lennen & Mitchell 


Lennen & Mitchell, Inc., New York, 
has been appointed to handle the ad- 
vertising of Pictorial Perfect Pat- 
terns. Four-color spreads will be 
used, beginning with Oct. issues. 


A law recently adopted by the 
French cabinet has created a com- 
mission which will handle all ques- 
tions pertaining to touring, such as 
publicity in France and foreign coun- 
tries, and the coordination of the ac- 
tivities of public services and as- 
sociations. 

Representatives of transportation 
interests, hotels, health resorts, and 
similar groups will cooperate with 
the commission. 


Names Lake-Spiro-Cohn 

The New Wallace Laboratories, 
Laurel, Miss., have appointed Lake- 
Spiro-Cohn, Inc., Memphis, to direct 
a campaign for Hexoline. News- 
papers will be used. 


New Orleans homestead and 
building and loan associations co- 
operated in the publication of this 
newspaper page featuring a state- 
ment by John H. Fahey, Federal 
Home Loan Bank Board chairman. 


LAY GROUNDWORK 
FOR NEW RADIO 
RESEARCH BUREAU 


New York, Aug. 22.—Work on for- 
mation of the “Radio Research 
Bureau,” projected by advertising 
and radio interests to provide this 
medium with the machinery for 
measuring circulation, will be placed 
under way at a committee meeting 
early in September. 


Heretofore, there have been only 
informal contacts between interested 
persons connected with the three 
sponsoring organizations, National 
Association of Broadcasters, Associa- 
tion of National Advertisers and 
American Association of Advertising 
Agencies. 

It is understood that National 
Broadcasting Company and the Co- 
lumbia Broadcasting System are 
offering the committee in charge a 
total of $30,000 to cover operating 
expenses until exploratory work has 
been finished and a plan for the per- 
manent support of the bureau by 
radio and advertising interests has 
been evolved. 

Arthur B. Church, KMBC, Kansas 
City, John Benson, American As- 
sociation of Advertising Agencies, 
and Paul West, Association of Na- 
tional Advertisers, have taken the 
lead in preliminary discussions. 
Others appointed to the committee 
are: 

Stuart Peabody, Borden Company; 
D. P. Smelser, Procter & Gamble 
Company; M. H. Leister, The Sun Oi] 
Company; and Harold B. Thomas, 
Centaur Company, for the A. N. A. 

Charles Gannon, Erwin, Wasey & 
Co.; L. D. H. Weld, McCann-Erick- 
son; George Gallup, Young & Rubi- 
cam; and Fred Gamble, for the Four 
A’s. 

Edgar Kobak, National Broadcast- 
ing Company; H. K. Boice, Columbia 
Broadcasting System; A. J. Mce- 
Cosker, WOR, Newark, N. J.; and 
J. O. Maland, WHO, Des Moines, for 
the N. A. B. 


Alexander Film Adds 
25 Theaters to List 


Alexander Film Company, Colorado 
Springs, has renewed its contract 
with Griffith Amusement Company 
of Oklahoma City. The new agree- 
ment provides for the showing of 
advertising films in 104 theaters in 
Oklahoma, Texas and New Mexico. 

The new agreement increases to 
701 the number of houses in the 
three states which grant exclusive 
screen advertising privileges to Alex- 
ander Film Company. 


Potter a Representative 


Evan R. Potter, formerly on the 
advertising staff of the New York 
Times, is now associated with Pow- 
ers-Andrews, Inc., New York, affiliate 
of John B. Woodward, Inc., in charge 
of national advertising for the “Daily 
Legal and Commercial Group.” 


YOUR PRODUCT CAN BE MERCHANDISED AND 
SOLD TO MORE THAN 20% OF THE FAMILIES IN EACH 


OF 206 CITIES AND TOWNS IN KENTUCKY AND 


SOUTHERN INDIANA THROUGH THE SUNDAY COURIER- 


= 


PADUCAH, KY. 


LEXINGTON, KY.| _ 


— 


ENTUCKIANA 


@ These are three of the cities in the 
Greater Louisville Market in which more 
than 20% of the families are regular 
readers: of the Sunday Courier-Journal. 


A complete list of these 
towns, their population 
and the coverage of The 
Courier-Journal will be 
supplied on request. 


IN 206 of the most important buying centers of 

the Greater Louisville Market, Kentuckiana, 

more than one out of every five families* will 

read your advertising message if it appears in The 
’ Sunday Courier-Journal. - 


Advertisers, concerned with effectively mer- 


chandising their product most economically, 
depend on this medium exclusively to do the job 
in this important Middle Western Market. 


(*In Louisville itself The Sunday Courier-Journal reaches more 


than nine out of every ten homes) 


@ From the Pennyrile to the Purchase The 


Courier-Journal is a 
every morning .. . 


household favorite 


@...and The Times completely dominates 
the afternoon field in the Greater Louis- 


ville Market... 


REPRESENTED 


The Conrier-Zourual 
THE LOUISVILLE TIMES 


NATIONALLY BY 


THE BRANHAM COMPANY 
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ADVERTISING AGE 


August 26, 1935 


eterna 


SAN FRANCISCO ARTISTS DISPLAY THEIR WARES TO MEMBERS OF LOCAL AD CLUB 


chs 


San Francisco commercial artists took over a recent meeting of the advertising club in that city, staging the program and the exhibit shown here. 


More than 400 artists were invited to participate in the exhibit, which was open to advertising and business men. 


Heldman Takes 
Added Duties 


Norvin J. Heldman, president - of 
The Health-O Quality Products Com- 
pany and The Milson Company, 
Cincinnati, has become advertising 
manager of both concerns. Cam- 
paigns for both companies will start 
in September, through Key Advertis- 
ing Company, Cincinnati. 


Heatter Goes on Air 


for Scott’s Emulsion 
Gabriel Heatter, radio commen- 
tator, has been signed to begin a 
Saturday and Sunday afternoon 
“Week-end News Review” Sept. 21 
over the NBC Blue network for Scott 
& Bowne, Inc., maker of Scott’s 
Emulsion. 
The account is handled by Mar- 
schalk & Pratt, Inc., New York. 


730 MILLION DOLLARS 
is being spent 


in the HARTFORD Market 


Reach it effectively through 


WwDRC 


**The Advertising Test Station 
in the Advertising Test City’’ 


When advertisers want to test a campaign . . . when 
they want the reaction on a certain type program . . . 
when they want to ascertain the effectiveness of a mer- 
chandising plan, they try it out through WDRC in the 
Hartford market because here the people not only have 


money—they spend it! 
QUICK RESULTS. 


Here they get ACTION . 


More than a MILLION of these buyers are reached 
by WDRC. Leading advertisers are using time and spots 
. « . Fenewing contracts because of RESULTS .. . 
proved business from WDRC. This should mean some- 


thing to YOU. 


WDRC, Hartford, Conn. 


Full Time—16 Hours Daily=2500 Watts Days—1000 Watts Nights 


National t 
Representative 


Free, Johns & Field, Inc. 
New York, Chicago, Detroit, San Francisco, Los Angeles 


Basic Network Station of the Columbia Broadcasting System 


WESTINGHOUSE 
OPENS “BETTER 
LIGHT” DRIVE 


Bloomfield, N. J., Aug. 22.—As the 
electrical industry swings into the 
third year of its “Better Light-Better 
sight” movement, the Westinghouse 
Lamp Company is launching an ex- 
tensive 11-point program for promot- 
ing sales of artificial lighting. 

Many new features have been 
added to make the new plan the most 
comprehensive in the company’s his- 
tory. Besides individual aids to sell- 
ing, the plan includes complete facil- 
ities for employes of utilities and 
jobbers to obtain a thorough knowl- 
edge of technical facts essential to 
success of lighting sales. 

Eleven themes form the basis of 
the promotion program. The pro- 
gram has been designed to sell elec- 
tric light through demonstration, 
selling sight, creating interest, co- 
operating with eye specialists, 
promoting certified lighting, making 
good lighting easy to obtain, educa- 
tion, merchandising light in shop 
windows, selling to merchants, sell- 
ing to industry, and popular contests. 
Each section of the selling plan 
has its theme developed by various 
selling aids. For example, selling 
by demonstration revolves around 
the Light Meter, the Light Analyzer, 
the Light-O-Scope, and the Varilight 
Kit, all of which have helped to build 
sales. 


Many Educational Pieces 


Multi-purpose new books and edu- 
cational pjeces have been prepared. 
The booklet “Light Through the 
Ages,” has been designed especially 
for use by school children, but has 
substantial adult appeal. In connec- 
tion with this book, a scrapbook has 
been prepared to enable teachers to 
make a definite project out of the 
subject of light. 

Utility companies have been ad- 
vised by Westinghouse to sponsor 
contests built around the “Light 
Through the Ages” scrapbook, using 
certified I. E. S. Better Sight lamps 
as prizes. 

Covering the field of home lighting 
is a 64-page book, “Light in the 
Home.” Another book, the ‘“Foot- 
ball Schedule Book,” carries com- 
plete schedules of 1933 games, a 
short history of the game, and facts 
about lighting and its relationship 
to seeing. 

The booklet, “Old Eyes in Young 
People,” introduced with outstanding 
success to the industry a few months 
ago, will continue to be available. 
Four direct mail folders based on 
the most important chapters of this 
book, have also been prepared, for 
mailing with bills or for distribu- 
tion over the counter by jobbers, 
dealers, and utilities. 

“Old Eyes in Young People” will 
also be the nucleus of a contest to 
acquaint children and adults with 
the correct use of artificial light. 
Utility companies have been urged 
to sponsor this contest among their 


with I. E. S. study lamps as prizes. 
The utilities may sponsor these con- 
tests directly or through local eye- 
sight specialists. 


Sponsor Joint Effort 


Twelve large display pieces are 
being furnished to utilities, to aid 
in creation of more attractive dis- 
play windows. 

The 11-point program also includes 
commercial lighting promotion. In 
this promotion the Westinghouse 
Lamp Company has joined forces 
with the Pittsburgh Plate Glass Com- 
pany in promoting store moderniza- 
tion. This program includes direct 
mail, and four sound slide films for 
use before business men’s clubs. 
Two complete plans for employe 
education have also been included in 
the 11-point program. One is a short 
general course for all employes, the 
other is a thorough technical course 
for a selected group. These courses, 
together with slides and demonstra- 
tion equipment, will be furnished 
utilities. 


Ludlow Shows New Type 


A portfolio showing how various 
Ludlow type faces have been used in 
newspaper advertising has been is- 
sued by Ludlow Typograph Com- 
pany, Chicago. 


WDGY Gives INS News 


Station WDGY, Minneapolis, has 
begun broadcasting of International 
News Service news, using five ten- 
minute periods per day from 7:15 
a. m. until sign-off. 


Cappiello Joins Linn 


M. J. Cappiello, formerly with the 
Metropolitan Advertising Company, 
Inc., has joined Edward Linn Asso- 
ciates, 330 W. 42nd St., New York, 
as account executive. 


The Week's 
New Programs 


New radio programs, changes in 
types of programs, and renewals of 
programs sponsored by national ad- 
vertisers which take effect this week 
are presented in this column, so that 
interested readers may keep abreast 
of new developments in radio adver- 
tising. 


Aug. 27 


American Home Products Com- 
pany, for BiSoDol. Change of day of 
broadcast. “Broadway Varieties.” 
Tuesday, 8:30 to 9 p. m., EDST, over 
23 stations of CBS network. Orig- 
inates at WABC, New York. Agency, 
Blackett-Sample-Hummert, Inc., Chi- 
cago. 

oo 


A. S. Boyle Company, for Old Eng- 
lish floor wax. Renewal for fall. 
“Lazy Dan, the Minstrel Man.” Tues- 
day, 8 to 8:30 p. m., EDST, over 23 
stations of CBS network. Originates 
at WABC, New York. Agency, Black- 
ett-Sample-Hummert, Inc., Chicago. 


Sept. 2 
Rit Products Corporation, for 
Koolox shaving cream. New. “Grand- 
stand Thrills.” Monday, 8:30 to 9 
p. m. EST; Sept. 2 to 23, WGN, 
WLW only; Sept. 30 and thereafter, 
WGN, WLW, and CKLW. Originates 
at WGN, Chicago. Agency, Earle 

Ludgin, Inc., Chicago. 


vvyv 
Horlick’s Malted Milk Corporation. 
New. “Lum ’n’ Abner.” Monday to 
Friday, inclusive, 7:30 to 7:45 p. m., 
EDST, over NBC Blue network. 
Originates at Chicago. Agency, Lord 
& Thomas, Chicago. 


Maxon Plans Drives for 


Vapo-Cresolene, Michel 


Vapo-Cresolene Company, New 
York, has appointed the export de- 
partment of Maxon, Inc., New York, 
to handle Vapo-Cresolene advertising 
in Hawaii. A newspaper schedule 
will be released immediately. Do- 
mestic advertising for Vapo-Creso- 
lene is also prepared and placed by 
Maxon, Inc. Eighteen national mag- 
azines will be used in the winter ad- 
vertising campaign for Vapo-Creso- 
lene, which will start with December 
issues and continue indefinitely. 


The agency has also been named 
to direct and place advertising of 
Michel Cosmetics, Long Island City, 
N. Y., in England. Newspapers and 
magazines will be used. During 1935 
the agency placed advertising for 
this company in 19 countries. 


SALESMEN 


fifty men were interviewed. 


them all. 


$2,500 to $10,000. 


placed at your disposal. 


own employes and civic groups, 


EXCELLENT ADVERTISING 


It has just been necessary to employ two advertising 
salesmen. In the process of making a selection, some 


of unusual talent, but it was impossible to employ 


As a service to these men interviewed, and to some com- 
pany who may be seeking salesmen now, this advertise- 
ment is published in an attempt to bring them together. 


The men interviewed have sold all forms of advertising 
and advertising services; their earnings have run from 


If you care to take advantage of an elimination already 
conducted, the names and records of these men will be 


Under no circumstances will the names of those reply- 
ing to this advertisement be given to anyone. 


BOX 620, ADVERTISING AGE 


AVAILABLE 


Of these there were a dozen 


™~ 


: ao = 
ve ——E EE Se ee 
. , 2? 
es yr ee SL aaa, ji 
a s 
————— —————< a Ty] a re — - 
ni 5: oo RS <i -_ 7 
; . ae eee a = % — oa . —— _ eg | : ie ; 
a a — i: ——— | & j : sf , | wr 
‘ ~~ * 4 = ae 23 3 i ; 4 | 
: = es neem, _ ¢ : : 
; F “a : er . <3 eee . w } | ? 
bose aad 5 eR: ee " mi Ae aS ae 
t i ‘ Ss 7 a . | AEE AI AR ARES OREN AE I AE AON IE LS 
) : 9 > ae: , 2 Z . = 
{ ; F . §? ‘ ‘ « : %. : | .. 
i ” al - es 4 b Y 
; : i : | be 
: . = : q Pg ee ; ; 
Atte ~ H | ao ry ; | | 
once ae We. We ghee) be | 
$ , a i NEP As : ba ay +2 ~ ¢ ¥ { i oi. oJ : Ua a ; | i 
Ges i a0 . ; = & : mF | Be bet > 2 l= = | | : 
ee tl a ai 7 ~ : eal BI = & f = | 
me ee, ! et anes , in CF o re, = > *.. >) nn a a ; 
; ' ; ' — S _ ; # 5 | % og gz g ™ | 
Beta Ay s | | 18 ‘ * = we, . 
wets a a ee i * a4. ny oe Ny Se oy See 
Cia imi i: a] ihe eeeres x : : ; Oa ee ee See eos a ey {piston | . ’ 
os a eer pe a etc ee eae ge 
tie ee AS: a ; ? es he. oe ie e 7h ; « OT Rae AC a AE ev ; a ae eh ee 
igi - kaa acak tk FN en Oe ED li” eo seine ew sso ; Maes it agrees = oe gee Se. eee eh ar ee 
PGS a ae 3 | 
nie = os. hep | Pp 
4 Oe : 
mgs a ; 
na ee: er eRe ’ 
<e | | : 
Dees ee ids _—— —— _--——— — 
z a ee | 
Oe | | 4 
a Pe | ; 
Cee oe " 
pines uate : 
re te EY 
Cee: 2 a - 
HS See: ; . . 
br ha  % 
. cs ; a . 
ee eee saan 4 - 
ae | * : 
Nae pic) ee = 
tea, 6 eee ——os | ne 
 « Pas 4 eee —————————Ee QHGMfNCQ(fGHtGMHCHfUCGRCGbfC CRC 9 
i" —————— 
ie 
4 
ets é 
MT noe ae 
es ee 
eS Sd ae oat. ¥ rie ot 
se Sse oy 
a One ae | | 
say pene Sei rf — 
ee Ser Geek a: _ . , 7 
iin Tae na ‘ 4 ~. . 
es oe Et ? 
a , | ae SPN ie rate - . We. ma “+ 
' oer, Psa Beh rat al ae ) acacia nis ‘ rs 
peommtabe. <4: ; oe . Ae | Doha 
- = ae * . \ a Se - - os | 
ma Saae he es . uous Fs x . go sg ra 
Te heey i ee . Aad aa 
a eal cy tux ys eae S; ¥ i. > ae ay % wi fC 
ae $ Be aS eae = 
hr a, . . Ss lt m 
Bali tas Sli ry ~ , = igs eS a 
pe Sa Bn Rags ay % s Lay es a. a tes ae 
Pa ae : a , ‘ “ Fetes a " 
Seg Ris nS , . aii Pie a! 
ee oa " a i Sad os 
ae aoe ‘ ue isi { : : , a a oe rs a 
a a) aera : a i ee ‘ “ eA ee | 7 
gi GY — : Bee eer — paar. ; 
Me ae at we > ail og a eer . 
eon (aca an Rn - i ate —— _ as wy 
, +, ‘ | . 
; } 
a ae | a ae ; 
| | i 
| 
shy | ; 
en ee 
oc en Soo eeeweeaxx&x«:: TEs A 
pon eee i 
; ! hy 
cr? ane: l ; 
RY gee ee { 
OE nee aa . 
oy RS 
2 on ie aera 3 
ee 
bane ty cai a } 
OE OS be Se 
en oe 7 | it 
peteny eee } > 
mals oe A 
ooh ies Seay ‘ 
Rhee os ae 
Jie, Sa | | : 
oe ee ee ¥ 
iis ok oe | | .% : 
~ | | ~ 
| | 
| | ee ! 
| Pe 
| | 
| | 
) , 
Po " 4s 
: | v2. 
} ASE 
vA 
¢ ‘ 
| a 
: ~ 
} 
| = : 
yh 
: ee t 
| : 
eee 
; be 
| P| d 
; Be | . C 
; 
- | Po 
4 1 
‘ 
} el [——————————__} 
‘ im 
es tee : E 2 = 
aa me aw ee = Pao F ; = ee aa 2 aap ee : is ‘ s Rates Ki 4 oS se - ps ry a 3 ne aay, ef ih pi = : ‘ ; ao “ 2 rae ee eta ee hd a Se a os ne i x 1S Ny anne ral Bek estes i! a AS tae Bs 
RE ce RR cet leg (oe (SS ek aie PE Gee Reet tt 8 aa ab Sen erm ef ka peter oe: PU ee ARIS 3 So eee eee a Seen es ' ae toe ts peasy aa eae ava 2 eee 
- F copa ees SEB eRe SU, LRM Sate Bek ae, Peace We Wc Pan oer Oe eines pre eR SD ecko thy Wawa Snare Rvetgen Cote baa Bee eS ee care Tet St eae em We skhepa lies. Sh Me “a ls - emg tes ie fray : 3 ae 
= Paes pec = Feed mesg lt Reels espouse eee Eos ons he Ne ob ee oak Po panies ate en ies: Sey EW Ar cbt: (p-) Speen perenne cre Coys Ra aNkaien | Aas BARS ot? i, AR a ee olen, Si ny eae ee ae ae er ene F Baste te 
Foyle WAL CONS 1 ame tg eee ete aa nee ee gene ON igi eves Aarne: Ome erar ier MR em Meta cn Bn oh he RMR, Oumetee ae ce tn pte ty ot ig ie ON agence gees eg ener Iga Yn SER act el ED RRTREME RY eet g Coleng oreten he Gee cee Tec em ap 
eee eigen ty Sy era 2 ab rye ay eg cl ta pr aaraeerhe lean sear a vg ohn et ee On GS UE toi PT pe nae ia oe os: cree me prices Ci" eo Ped eee Fe Auth caine GRR anes C24) Nn eae ieee ST) A ee 


He AEE) eae Om a ae s < a . 
ae : ioe : oa : . 
i ‘ . q 4 es . Bis eS ee : es Pe a J 
Peet ca ‘ wae ‘ aa ped : a. © ae % 
; ‘a , ‘ Ret rics: Pay Lene ae a Pie ee : : at a oe ; sila iad) UN eae 
| PR Sage. ere. i ' Se ea: | 3 cas estes sito ties 
vf as © '* %. ‘ z ee te ee gist i e* 4 , ; . ae = ines one i bh Vi ae 

i 5, ae aa eee eee ee 7 ore : : eM es aed dea ek OY er ee 
| ys hee my “a ae aa “4%, | $e eee re can pe are hi Se RD ed : : . . 4 ee 2 ‘ i 
’ - Misha. i ee. Ms ae > ees es pee ‘i as ies Se ee ; me by : : 
: le me I ta 7 Va es ae lg mn ss ae ee ae * oe ee i : ~ aus : : ; : 

Bae ii Me ene — ey CS Pa  *¢ See fe ee : te soma ca ae ks a : , 
i Ma ,. a ata eS: — gle ie sin ha r, a Geen tis)’ “Gee Oa € Ee hae = f aah é : re 

a * ae) * rae Fe ea nie Ne: x i iat airs Bs ae a i yee ne , _ ; “ee os ¥ 

a 7 _ e al € : giftaess ote ae hee : a - { ; é or hee : 

3 g bo rye... Be i ee ay , ae ae : Zi ae ; 

. “ Bie ho ies ae sie ipa ae hug -~ oa sate hs eee . an ies a : ms 7 sa ; ° arm Be: i es 

1a Pe: a > Se a | ss ; eee? ; Se re Be ae i oe cs ben Reo gat 4 bs ios a odie ae oe Some : 4 

Sioa * ae = La ae) a Y . aa aie oe oa . sss cha ale cares one, a ne ae eee ie Set : - 

a _ ~4Pks - ee ‘ + 7 i SS As 8, iy ‘ ‘5 Ss at : Pee SRR eee eo 2 ae byes 7 ces ine hy a eae 

ive ' ve ae on Pe 4 -. — = : a td ; eh ee i) ae 5 | oar 

é m @ i j ae : b A _ = aa bse Garena eee ee eo ae 
vy .. ik ee » poly ea B € " i 2 ea ae pe ees e made — m > ie 

‘oS aa ie : hg be — EPPBE TD gh pay - ae oo ae 

n le —" Sree : ; * pee ? — oe ors 86 ¥ x ee 
— se Fie +9 + Nee Cod : = > oe ~ ae PY Sa 
if ; ie Wee ame Pcie by - Wale ‘ : a a % 5 
— ae ’ ee en ey é oe 
k 2 = a a a a ‘ Pe sip a 7 e ej s ’ a i: 
, ee é ail ak e - : fe : os ? 5 
4 eos : Oo t a s 
st sd Poet ae ere i ‘ : } = "ee : es 
Meee fi ets ee. ‘ : na Ls . 
“Som pees fe ee a eee, r ase : “a “alee ipod: 
2 a a eatees rea eg ae a. tena ; as WES ee 
$. ‘ a is an Mii "So, 4 Be ates PN ener eT i Lee 2 
z “Te ee oe vt ig) ‘} SER ir a & =P Joma o Ss Ea 7 4 
ae im ee “aD. wut | et page ee ae em eee . - ee : 
| ot Rolee tae a we ate Pee : ae. a) ey ee ae oe Fi hie ‘ 
ee © y ; 1 Bs Se eh, ee en hee vet ag! / eee : 
1 Gi a re hie = eee > ” ens ere Gy.) am te 4 cee fe 3 * Pi hiss f MO igs ye : 
: oe ee , Sere. ae i oe = Bis ee ih as Se ae pea ee, = 
yf : ee ee ue , ° ¥ Pe eo A cea .. Sth pe ee a re ig f ce gh i rs oo8 edie ee Pye — = 
: im Ber a Coe ee a “ES. pote "8 . : a Pap ate ; ee egy eter ae la i i 
” ‘ , Tana ae 4 Ps 4 ia? ‘ ele ip ae 3 . ae ek aoa a m eae Seo ee ise is in 
, K ‘ ee j i i ~ es ae fae ee. fos an ot : Cee sights 
: Ste 9 Ra : ¥ a BR: 43 oe as “ee ‘ ee : ee we 
r oa 9 i ot ees ; oe. 4 \Py es £ Teche? aga tr ey at eee) oft, an ae a 
- bs Se ee Fi ‘vg apa sila rear er yl, eee a en Bre oe Soong ah a : 
i a | eee . bait cen eee ltr a lah eS 2 ne an a pe et es = i Sao eee? er 
: Mess ype oe ‘ «pe eee Sk ene ee ge foes oe ee Bee 
y a Ff ee. ae od, ioe eo < tae ache 
: a ede hha a ’ ‘a oe . a eee : eke oe ee ae ee ee er 
i ee Be me ce : _ Saar ee : Men ey | a Fs Lpgitage << ee ae 
- a MeN st a ie 5 : ee ona ete ee ees sn i UE g, ate a 
ue ye pe ee mrs 5 Oe, % PORE J reaaie pe oe a: 
eer ae - ce ie eae ‘caer te ee ha 
: pee a, ae ~ ee ‘ : re aie at ued Bigg ~ = 
9 st ae al AF er “en Aegis Se we aoe 
Saar * fea : oe eal Se ce oo —— $ 7 
B- , ed ws ee ee oe + ae 
eh ae ee 7 As Ps | goa e be a aly 
1. “ P ae —— rails Sete Pee Se, ae 
uae eee eae gies ie oe a tees ear eee al 
is ‘ ees BB ET say mips ee... 1 re 
s- ois Se eae riict) a ea Oe ah Fe oe bs a FRc ONT, 

PhS eee ; i : et. We ae ees fn So. ae re ot 
3, Ss e, ; spat | eee ese ie ie Rite 1 es 

aces ass een ‘ BY Meta Pee Ae aes, os as : ao oe 
“4 a. ers cae A ao see ce. ee Se eens = 

eee ist a f aos Bom, Thay aut ye asa Martie 8 hee iis oe ot ae 
k- : % Re ecm ae ‘ ras gwen | & - a Ce ee te) oe va ae heise 
ane a a eo es tie ‘lee ree ees age see rn tae Le ee eres See a, rs; 
OS ee stn eo wae ae ek. ae Peon ace 
‘ "Sd, eg aa ore ce! a Fag ait! ee i ee Ree Od Oe ee gar PRT 
hs % emt gh 2 gle oa ‘Done . fe nee Sak Cae gy cp eo eee Ai eet ee 
aig ors oe ren arg aq SA Sore sya te : 
. an SA eke te ern ee . ee 2 Cel ae ptt aes Es $ 
Ae aa He Fe ces, i th foe. yy Carx > nm = Vo e Sieipelal et - Sareea 5 
5 OPP Si a : : Cate Nec aanemets 
or . tee x Bera) ino? at ue a = ae at) i ae aes ri pane 

a ee | a ia eras Setar ae 

- NT Rasy: f Pay talc ze hee ble s ae, OR pp nw th aa ne 

oo —, ie OOS a ae, pee ke eee | he " er ; : 

‘ . Sr eee yee hy ead + . MAN 6h eee 5 Reh are Be ey 

9 ; ae aa f on oe ni "elie tates ee ae ; tae pea 
| eae ‘ieee ia. Se eri * net tal op Bock te iy eG 
N — eC i - (Bee Co a . fae Oe ae, Pe ee 
° ee ee pura * > Sages ee de A ee Sieh 5 oe 
r ae oe ad wee ‘ 6, Fag, $y, eer ne oe a i ae EE ee Sana meme 

x, i . ee a f a cane = peel — a ag ataecy <4 ee 
38 } eee: his sige > = ep : oy ae ihe ew a ay EP ge Sn Neate 
l ages NA ath oo ae 4 : ] Po ea a Ra ee ae oe en. te ae Rear el tad 
, "'S. ci Pn ae es, d ee De Bt 7 As Co ee Se aa Es si as ne eae 

; os 2 |e , rs mee j ; ae ee ce Mise Spee cat ‘ 
ES ae Pak = aa : : 3 ee oy y Res kia he ae = CAG all eS 
r - be an io pate ee - i) CW Me - ao eae a eer ie ce Oe aS Ate , at Wee. 
: a oa 7 1 aes 2 > ee ee ee ity es ) Es per a ee Bgl oy oe ames mee ey oper 
Q 2 > a ees ee a a ih er dd aus "Te , Sa eo See ce, ape, Ses 
eae ee . wae x2, Se * , > ieee ad cle 13 Ae 
eis gies 5B peas hit a r ae ie ca aiaes ™~*s Nu pits ell y Fins reer fy: Be Sey hac 
ett et ewe EAS Ge Eee . ‘ > a, gal eh mane Ps Pa :? 4 -_ Baia Sealey ate Pe lk lar ek ee 
n. CAB ask ts ere ee ey 5 ae eran. eae . 9 i. ah tn a Ae oo OE dee Se : tte. ale si esd ae Se 
xe : pie pees ree . < og Oe ec Ee ae x * - Ms ; pie - oe fo ee ee, 
to | Re vais eee ras Fn. i Pw gale Ree ay tas Rete . hem ; = a a arms yt ; fe ee {eo ae 
Ap Sam eae eee, iz ; Dts ho are Se poe oat ie SRR Eres Pee eee pees . a ie Bee meee a 5 ce ae i fy” We ker. y ©, 
ies ee See Aas ee ee ie ep ee, i ieee ie: * 7, tial eed a ee 
k = eee gee scat re ——_ see a ER : See Y (es it 3 ea: Sa ee Ee! ht y 4 ice : ae Oar >) ea 
: oe : ; HE te Pe Aa oS eee epee F Tatty in ene Pee Tae faa = ; : Si gk : See oat 
rd : ‘ cn ceinedila OES ee ean 2 oe ea Sl eer ded ‘ss cd a ‘ 1 i 7 f sce Ay, 
Es a : 3 i SEEN err. Se - ies ee More has % > 7 & 4 2 
pine Wert iy - : fil ls lei Lee ; a ee - ey > : ey © ore 
_ ae ine ol ern ‘ ee eee a Pre ‘ feoanes — Bo. -& ee ms 
Beka ae saul ee ee ae ites =a PO aes 4 er kt, FP 
bis ed ‘ete. pal Pe Oe = eee ie i oes $ . ‘ 7 ee hie ae able 
: oa pee $i Peet 3 oe a ett Wu Ses Z ae ae ae. : * Sill Pree & ee rs  o vy 
‘ ea ec ee UAT a at Se es oe eee ‘ae ©: ways Ms ' 
1 . Oe Saar ae eau sees aan ae Fe S  apihe i. ae : wees” de Sees oe Paes ‘a at nn 
a “ 4 eee ey ad NS sr Py 5 A ge NS eat ix Pe eae Ay ee Cre gag ee : v ae 
aa . ee oa SS igs aS oak : .. 
Fa 4 ss eee ear yc 2) ate cht aes oo age tis eS eae x a 2 i 

+ Pesih Ra uy re a Wace. 4 a aie ge es cee er .§ = ioe os ae es pee Ee . He ge OR pt 

Py | = ee -— r . , fe ar a Bye 4 i a SE REO ae ag a tet : * pa eee 

: . ae aR v0 oe Se See Ne: ~~ a Ze See Ee as roared a ee ee ees ~ ieee fe Peace 

- is ‘ = A” Ae gal 4 m Se ae e i ree Pas x pete bite Ae . . iuap Sater Ber Pega Sy ‘ Accs oy dei oe as Le 
™~ ‘a im pea pal! ye nao A pee Lt wt. * ae : aes Lor ee oe Ss SS ig eo ae ovat he = ky, % 

Ww pe Ped Soret) i ve fg, eae : tu ie of a ; va tl ) * ee * é io ae Re ee ae ae ne ia ae a eisai bss ea ee a pe 

| Bp 2 Big Ss ake pee ie a, . i al a i ‘ “ey = » sf Da Peal ot . oy eae A gee a eee J eyes ee ee gh “ae 

e- ee ; Sets i Ps oa ae eae - i ge he 0 ; Se 3 in ee Ty eel pi - ee eee “ Belge cea e353 5 oe ate 

k ey 2) ae ae Sa i. tes nh eee ae i > bak, dd . te ae Fi oe Reina as le Se eee Pa 

Seer: 2. Same j : . Sn ot al i Al aaa 2 eke . wae eo: es Be eh 2s 3 eo ae teste meee 

’ ae: Race as ee ete ee oR ”, 8 ye } ~<a. a : . ket, * gees cag: 

ng es ey P 3 > ye ame 4 on ees an ‘ ACDEY pd ae 2 0)0lU Ne Pf aera re ee tng at ae sci) Ah a 

ease: &, Cees, cate «tee EY; Pa rn 4 ‘ S Bh, Ly ‘ef =e ‘ q ot see” ; ee /_ ee ey =e * 

: a a oS Peo oad a . i gee mee? Sg Sem * a . - ra Rs L. a =A Nae. up. Le = 7 eee ee Raa 
le ot ve Poa ee eo Pee eho ; iors ae RS 4. ieee “y Lt ae ’ " pe i Lorne v2 zy "a ‘ me ee aah: 
) Pers Spee Vee Bact: og fs ‘es. ai) ee a ; rps fois. pe So fe sade eT Ne 3 yee ate ie = 4 a it aes Ree le 
O- gt Bie gr en i . ae: » aah Greet 2 ; 0" eer tg ae erate Se Saar i =. a i eee ey 

hae +a eaten 7: ae Sete 2 ae eee Rep ane ea e RP Bs oa A 3 its ae  . la aa "e 
30- Sy ag eee ike ie . aes, ae ee ; rer. ee ee ; ok: , ee Creer Mee eb ~~ 10) Se 
, es eee Spee q 9. SS ge eae Rates Deane a ee ee i 7 Bg! ek ie a _ ae Seppe ‘ oe ae, ie a 
by a { © alee a ghee SS i Mae. eat ais Sea ‘ ee igs ey ea me. ii i NA eae ea > / un . ie 
“ bia icc << spo , oe cg Os Wks aan ge Peter t Fea ae Ce ae ene ee oes > ae Mi, oh a 2 a eas So ili ag _ 
iZ- ae pe i le lea “a % 4, : Maes is Peas Bes : et ee 8 oa ee f & ee aoe iaiaa ae s ee “4 - = ae a ae sees 
d- Be eo ee 4 Sm 1 ee etree Sa \. eames BS peel: oe oe Mes es . ee aes ore — a 

Te : aia ae 33 ieee ae ek ae Fog eee er ue Se a ee ie eee ‘ae — Pe 2 ae 6; erie ws 

30- rie oH = Pet. ‘Scere a ee Eis 4 Fhe 53 ae ae a : — > a ee : as = ES . 2 e tte Seay fee. 

Bee Oy ga fh as ee Seen toe o : £ 3) Se Oe ~ od pes, ee ira iene Sele > a es ah ei 

er a alam mest Were oe isle E 23 ? a tie oe ae pei ~ ; 4 ‘4 ses Be od ot ea. a ihe ae ; bs "eS eee oe oe a* are na cet 
ou ae ar a i ria Fmd eee 3 et 2 ay Aa ae t . oS. > ieee c a or, ee Lm set Me eal Seas > ag ae. ee es Sone an. 5 

Mean cts Oe : io ROS a hing Res eS Se ea - as ** ? te eo ee cae Byres eae ries ee as 

i a. i ee - Saunier ms a tae z > oS aa 4 wa > ee : os ry ae i”. aa a ae ie 

$s a cee eee se SR ee gratia oC a SSS » 3 al ees ee en eal a “ “a oa = eae 
ed A. Ee 0 gal ee aan - oP 4 Oe pk * Ms: oe es eee ae 
. \_ ere Sits, a per t ae “Me oes eee. ae ho an a re artic 
of BY: se ae oa Tyas Oe am ee ee 
rae tS ee = a ae . er 9 . : * ; ae ae ‘J po a aa i age a ict 

a a a a aes hr oe mee ret. C2 . * - i Bagi atti shes Fea fos aes 
nd 2 ee ae aaa CO ; wise Ping ee Oe 
35 RS ais Se na aaa ss 4. OA, saa sas a te in > ae er { rea, a Beas 

i i > (> i ‘d ag So tee eae ae i red — 2 \ a m - ec Agee ig a Nee a es 
or es. yt ze : ae . rte » ok TR ee ax CAE ote 1 ae Tan ee i. : ' es fn : 

a ae the Meee oh bee ey ie Sha ee 

j i A ‘ <a : Bir a ere ee. : . 2h ‘ ; Pe sy 
Ts “a Z ~ > a * " oe Oy SP ‘ h ne hs ae FaRate, eS a nn ae Re, lua tha gala 
ian ane se : a . Me eA ae i " ts: AER, gait (Ts Sh d aie ada 2 Poe, Be ee. : oe a ‘ : 
fa 4 beta ce 2 F . 4 4 i SS tf : cs eS Ae +e: aa am ae, os 36 emg . Xe, ane See ag aC a ’ . ge te pea we . x : ss 

pei. at. "3 re “ae I : fee ‘~ aa Rey aks ee eer: <. ie ae c fe pees” ga gals oe ge , K & 

eee el cata ok pees ide 7 gis : ‘ Pass tial ’ eet 4S 7 oe " at wise ee eee oo ht an dial 

eh. ae tee <7 me oe oe ee ee SERA Fo Ae a ee *, aes. — e 

Pe eee at, eee | Sai ee age iene, < dis af Z = Soe ime See a emt 

7 peo Ween eg ‘ J . _ y Se ,, : etek ic ven ote ae Fie otra 
cm ax? ‘ad ee oe py e+ : 4 ed as Rass . Ss Sei Ox a + 4 a eee eg s. 3; ier Oe. = ee b: *» eked 
yee). Os Pa an ee ay ae eerion Ut ee vet a a > . Bs. ‘Ween on ? ea Flite 4 ie é 
ue tye. " ‘F aa Oe . ~~ _ ; a : Bass 4 » Seetie “ i F 4 Mina * ie “* i yee ies ay ‘aes 
we a a eee = ‘ * . eo Y. ™% re. aan eee > es : eC ee P” oe “y ge ae ate is : 
a tees: aes eee | 4 ‘ 1S eo Sa ee a ¢ vig. Dn el eS i, sith vee ite. q 2 / ro, ae ge Md Bye 6 peta ce 
° ee es eg fal a - e, Rist a 1. nee A als Dee ae iS os sian ee , “ae oe eae. hi ; i 
\ yi * 5S eS Reavers Salasaaear peal ney of 4: A Pe ae a a i bs a “gs me. ei ee ie: cae a oe eT i Ces. ie p 
deans at eee eee os , + Ee, : aa > 44 . o4cn ae Sie ea : a + gh! : ss : # ie 
I ad ate =a ie: Ree et) — * See 4 : : is Se Patina ee Pe + SEY ba es ene. Px wee ee é 
PerWi en 3 lens bee se Fee ass 7 "i Se ee s w. Le etter s as * ig ty? te oe es. ae =v a ey ee & ’ 
age bel) Soe Rees pais ale aay ie i oe aged ee oe ‘ St aed eer ae 3 . ; io, 2 ¢. us Sn a / ‘Y = " 3 ae Eg a get Baa nyenad ae se 
ee ear ay : ay hee bam Ri oy ae ae ws SSS et ks A 4 ee . e & ; fi a . 7 irene at a a 
eo are EG eee ge 2 eae: ee OS eee ” ghee Aloe P Yo ee see na bh ae ee a 
bb tater 1 Brim? poe ee pete. toes pane ke iow ee ae, ae ee Se ee Nee a q . : . ae Pee. a 
Jigs Bh 9 ie a a ae: ee yi e INN CO Cae i ee ; ey Be a ye _* — - f es 
i a OR Sr, Sa ee ea p Re aes Sse eae ret Aes ; Se a ae eee eS ‘ot Ce Fadi hye, Fei . = : f 
eer mt tn ee Bay ae, ie” gia a $y tli aaa ae ee fae — - . Sa ie os eX, a pam gra 7m ~ or ee en aye < : 7 ‘. 
Be ai ae rs TEESE BER gees | Lah em eae vane Se 3 Be ay % 5 op Ba: - Cee Ae Bt ae ee , Mig 2g! dee 4 
Ses Galen is. Rk Seas eh lari, See tt Ut ERs 3 a ee cei ae 2 Ca” ell I ce ee 
oe ee fk Saal Aer sop es eee foot Nhe oe - ; sy Rs NS ead ~~ i ae ae si rere 3 
by get ; ? aon” Seager ie Pa rues: wi Sa : : eae" +r Se 2 te Beg elite ie otal 5 
a Se eas Sere © i ai Bo eur, i ey te Yeo ee ce Se DE Rais OSs eat Sou Me yh ae 
, ee as ee 0k ee OE = ese os ae cp aR . PS. wee. Be psy ‘ ea Py 
4 ee ca Pet ae oe ee tee eer” g. oe Sag: He 4 “ao eee eee Boe Yue Sale oe ers sy ore 
, ear as. 1 Soa) ‘ Pa, ene . bes en ea ee ae di %, z a 8 25 ee a Be 
‘* ~ SM pe eae Fs eS & = LL eee : aes oa ee ee : Be gree See 
ee pee say ‘e Q SS e's a oe ANN i eee oe ae, ie came ae pee ee ‘teen 
i d > hs eae a a < * ‘ta a eas aan i A Bai ek Peo ae ap epee y 4 t S. ee oe aug 
ite Le, is 4 ae. 3 Gis ee ae ee eigUhd Digg 5 Mois tee ae aera! 3 ‘ Op ger oe 
r eee *e sy ’ bs , ° oo lira eh ae er ore hae” ee BS aires eet ae . 4 ainwe 2 
<< - 3 ota i ae ae suet ere 2 a, es, et Ee ee ee eyes ee pas : pets. ae a 
, ey Fae “\ * ae Pie * ny pa Hee oes ae 4 ae Pera sy Sigs amen Ms ; ‘ ae 
oP ae ; ; * hoch ES SAN ae 1 ao ce ¢ pee Be Gr ee ih aa : ak 5 
Sarr Pe ? id 7 * a eae ey a Ste Pg, e co rises HE ay ae eee Ree ea ene ee : peed ar , 
ae ao OE i < F a es , a i hei ge 2 ge er ao Le Pe Ore : i ; 
st tans sei oS } S te - a iear hs Se [eee Sila Rie Sh ay ee pein ee a 
‘ . a ee my aa BS in am be a ae a” Sie fe: Le: ne Nite ok Sia He Fait ool We 
» - e ‘ i + y + ne ; : ree * ° Se “3 pee Pit tae R ar A Ce ce ree aca ‘aes jae Bes 
oo teh “a 4 a. oy Pn oe.) eo. oy ae ee eee oe agen si 
‘ - P 7 ; 5 " ‘a . 7 Pe eee eaead \ Peas ee CER i ie SRN 22.5 
ss ‘ge : “wot. * ‘ ek 4 * } ts ba 3 a me - "ak ae, a a) » Tks ged ens Sap e hoe eG al ee 
A) o~ © erie 8 ag woe r? cs. er : wal = le 2 Elie Sie REGIA ad. (us ee: eas Samy * 
, Pipe’ Fg < ad gt. Se 2 Pe oi a thea naam Serie ict Siete i 
ey, . oo ye - 7 ae Pa a =| pet Pa Aa A i ie ¢ 7 TEL e  ae oe Fx . Fee ce at 
ee: " i 7 wr ‘ 7 - , ae. r = 7 ie a 5 Shy a Bt er se aa eG 
pias 3 tas we ' oa ee 7 4 d a a ReGen eg 
wa re “ae, re * : ¢ : : ; on, : ay Pe 
ee it teste | ; Co - > a. "i 
m= ie ee re. ae a ee : 
> Nee TE set 7 _ ¢ = apie ea a 4 at - ; ’ 
— .: eae ie, ry Cal “< i * a ~ “ ff: ee : s 
Ries Ba ith tee 5s 5, ee ale % an : ‘s i= 
Sack ee . pie ei Be ad s 8 = cr < % * a a : : 7 
ee eg oo nds .. . . 
ee fotos Cae Semmes ae cas —_ SE So tar ted a ; “a - 
Pee SB err ee Re eee . 7 tt ah vue tit .: s ae oe : 
it i ae Pee oe oe iste Siti eae " te oe . : 
ee A cee et he eae ee) 1 Os ee Nu aii ia Ie ea a 7 j i ae . : 
a eine ost Ae See ee: alee 2 a apn ak Ne CN a A eS ea. ‘ - pe - 
CN Tin Ce 6 os ier i sani - Pe ae se a Pay een ; Pe : ‘ 
BP StiAN yo. | ate e ee hs eS sa 7 ‘iit lea RAR ts, See eye: Saat eee : z F 4 
idl es pt % ie the 5 Sears oa —— a aS Se hiveorae ae ee Ss me te hrs S i ‘ Retges r. i a 
ile 3 i i A ea Oe eey pea ee Wy te cee erry ie: A aa 1 8 tga} = ¥ 
he * Sia ale By eg , eae a ee Fe ian — ie ae : : = a - ‘ 
; Sy: Ae 50 rt : ig a. wie hehe al elie es is. : ry : 
i> ; GM UEtow en Sy nares gee oy eis é y : a 
oS Pe tk a4 ie ee fms 7 Re a — 4 
met) W. i Ea Oe a preere  oeee 7 Died ae t ; a ‘ 
5 2 Pages a ore - ©, a f ue ce : 
. . ORY ies ot ¢ i Pa igre anche ors.” ees z ee 4 
Ak —_ ¢ cia Va ae zh a oe ees & a Mee 
Ys q ’ ’ rae’ T, ’ 7 4 + —_ *\ oie %. a. ee a g i a ts ag ‘ ge eR 4 
=e : eer Wee} Wee cee thy TS iri é aa : ae n 
a 7 —— ~ os 4: Patt cg “yh ay : f : . ee 4 a ae "9 q ny 
F 7 : Se ee, eet : = : x ie . - ay "3 bs" Fa, ; , : 
>? \ # * ee } : > a 5 , 
fi a i eRe ees ee - ae , : ; : * i 
3s i : * ‘ , : “ea a ie ae ae eS , ‘ : ed E 
c: 2 f 7 i | poe a % Pe aq ‘ ee Pe git A 
7 ; ‘ 7 R's is *y ; - ¥ e - BE cons aa. Pr ge al ‘ne - 7 
oe ’, * - Wy ig ; a, ’ ae ieee ee’. oe 7 
se “J - a > , _ q 4 7 : ors: in het a 4 ’ j : - 
rn er? > e a ' : * : ro a 7 ; 7 

i eae ears a ; Re ’ - ’ Bien 7 . 

a pe ‘ . ¥ 4 a ; F =_ 4 Pe gel 4 . Pi 
, ce, lee Lois PF a - oer < oye = 7 
aad a so SD ana a f ree, : ; wer Pag 7. “4 eta 

sp ait oa gacee! sce Bs: 7 a ; er =» * a ms 
- BNE wai Sat eat vg hiae: Syl ee ems : _ 4 a re XUM 
= , See ae pie A ed Cn shee Ge cae ee a ae, : : j : 4 are 
if fog legs Oo re eT ce aaa © habs pee eae, eee 7 : ’ ‘ “ eo : a 
ieee yy a BE Ee NaS Ey eae et a ee ee a ; ay Ba : Pa, a 
ep eee eae te Dude Bee a es ee ea os aoe ga Meer ace Seer e Ce le oF incle os e 
ins ae) Piette SH tt ny cane Rd ot a a Pee, aa OSS? al BV Athen e. tee Weert: Geen Se ee Sayan eee ah pee ry i a a Bie 3 eplse, a vas 
Pram eT Su at Wate SN Seen oe ca aa mires baer ese Seta UE Se aie ae Rie eee a. cae BOE ibe tate et ae . : 
BERG Vc Nhe ye en eg Pe SE 2 ee ees eee sie ty Ce ama cee pe ee AA a EE AY fe : : ; 
“— Jee >. tS aes fa oa, fas Sta, Oe i pete aes Sree sine mers ios § on ee a ee aA. (eee TE ee 5 sie heed wipe is a eS es _ « 7 
ee nt Siew ae. ee te Me ta ME Soe = a ed Le Bee eget ieee a aha ii 
ae Oe Nee ae ay Bai iho ei Pear Beige 6 aie na ae a eee 2a gt eee Pare 
PED per ee Ea Ter Uae eine ee Mee ee. NN ote 2 Oi Se aeNeee 2 ee: 
LTE AR aE AN ae ee A settler | sR ARS! Vee eh <u a » eta fasiegtleins cc ay. ae eo 
hs tee es Co ee Tae ean pag Sun oT eae, OS ra ie Geren katy 
ere? Se OE enki: BD 7 ie ena chit hi oca enema? ot eae pee! eee, a 
Oa Pate tne is ay ame ni See = Se eee tes ere Se ae, a wed 
an me Yr hd hoe Roser p ties 3 ita vei oat ee a cs ae Rebs ts pa a a 
BEN ng okey om ees 4 eee <anee giro ooh. 4 ocd oa 
Pee chek We ea a aa : mereae co ee 
et et he Gee Pee Bila ie es ie 
Poi ee ie, as Oe eee ee as 8 ear 
ate Ee soos ae ee oa 
ke ee | 


a fr 


@ Even if rotogravure rates were double those 
for black and white (actually they average only 
39% more) rotogravure space would still be the 
best buy in the Sunday paper because reader 
interest reaches its climax in Rotogravure Sec- 


tions. The Gallup Study, sponsored by Kimberly- 


Ga Nth Be cae eet 
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Who says ROTOGRAVURE 


Clark, fixed this bonus of reader interest in roto- 
gravure at 3% times that of black and white. 
That's what we mean by, “Rotogravure gives 
you 42 to the dozen!” And the comparison 


on this spread proves what this bonus in 


reader interest can do to your advertising costs. 


Dollor —Nouste your MONEY BACK..../ it 
. vested IN Netgeve you cleaner, Brighlbr Teeth, 


SURE that Dental 
make your teeth cleaner, 
ive this startling guar- 


Dental Cream. 
or two minutes 
is all used up. 
ou do not 

» cleaner, 

end the 


READERS 


rantee because 
al Cream has two cleansing 

tions instead of the usual one. 
Its penetrating foam works down be- 
tween the teeth and gets the whole tooth 


really clean. At the same time, a special 
xrit-(ree polishing ingredient gently 
brings back the natural lustre of your teeth. 
This double cleansing action has made 
millions of teeth whiter—smiles brighter 
in 72 countries throughout the world. 
More dentists recommend this toothpaste 
than any other kind. 
Are your teeth as white and sparkling as 
you'd like them to be? Buy a tube of 
Dental Cream today . . . remem- 
ber, you get whiter, brighter teeth from a 
single tube, or double your money back. 


fF YOU PREFER POWDER, 
Dental Powder gives the same amaz- 
ing results, sells atthe same low price. 


LARGE SIZE 


Size, over 
twice as much, 
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DOUBLE YOUR MONEY 


DOES YOUR mirror reflect teeth as beauti- 
fully bright and sparkling as those shown 
in this picture? If not, follow these simple 
directions:— 


Get one tube of Dental Cream. 
Brush your teeth with it for two minutes 
at least twice a day until it is all used up. 
Then look in your mirror. 
if you do not honestly admit that your 
teeth are cleaner, brighter than ever be- 
fore, send the empty tube to 

We will gladly send you 
a check for twice the price you paid for it. 
This same guarantee also applies to 
Dental Powder. 


We can back Dental Cream 


with this startling guarantee because it 
has two cleansing actions instead of one. 


Its penetrating foam gets down into 


ee 

BAt 
tooth really clean. At the same time, a sp 
cial, grit-free polishing ingredient gentl 
brings back the natural lustre of your teeth. 

Millions of people in 72 countries use 
and prefer this double-action dentifrice. 
More dentists recommend Den- 
tal Cream than any other. 

Why don't you start using this famous 
toothpaste? Remember, you'll get those 
whiter, sparkling teeth you've always 
wanted—or double your money back! 


20: 


crevices between the teeth — gets the whole ; ; 
P 7 “~~ 

. PREFER POWDER? 

Dental Pow- 
| der gives the same amez- 
ing results, sells at the 


Aap a poe eam ae ee 


Aig te we 
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same low prices. 


@ Line rates mean nothing by themselves. 
Only when you translate them into the cost of 
reaching readers do they become reliable 
guides to the cost of space. The example on 
this spread is typical of the real cost of space 
in rotogravure compared to the real cost of 
space in other sections. Although these two 
ads,* for the same product, ran on the same 


Sunday in the same city, occupying space of 


approximate size, the rotogravure ad stopped 


sO many more people than the black and 
white ad, that despite its higher cost per line, 
it yielded the advertiser a bonus of almost 


200 additional readers per dollar. 


*Of course the two ads did not run in the same paper. It is 


significant that the paper in which the black and white maga- 
zine ad appeared had almost 50,000 more circulation than 
the paper that carried the rotogravure ad ... yet even with 
this in its favor, the Magazine Section ad fell far short of 


the rotogravure ad. 


x Seas 


n“ ’ | Fa ey eee ee ¢ il bo 
| - 
| og 
| 100 [ ‘ fi 4 | 7 : 
| t sf Fig Y 
| 0 e ao a 
— me : 
} 0 F0 ° : 
H : am, a fac 
’ ay “ . a te 
| Bos ae renee eine : ‘\ \ ar in - 
Me as. aa oe ae 5 - ie ne za : @) ‘ Piet 
“ a es ; eee, “eens ay F: oe 
aa am ae Pieemiegs., otra cr : ; 
co, ee fey, Wes a ie : 
ee ey teen, “aie aie Shree 
| ie eee Wotier ns, die 
4 nc eS ees i : Ge e| es 
ee ee Se yk Sante at . eae 
Ges cane ae % ro is. 
~ ake Me ae 
i Claner Jui OP LZ “4 N ries 
| 4 Ae 
; ‘ aie 
4 a 
a 
ee 
RI ree 
ee an 
er ae 
rl = Seca 
Baa 
* is 
une 
ae ir 
4 LARGE SIZE ete: 
Size, over ” “ i 
twice as much, <P ee 
sa 35¢ ce x ile 
Po . ae 
sail oo 
ak ~~ 9 er el " cx 
eek: 
: ‘Zz A 
i 
‘ 
| ne, 
ee 
z j a 
4 , a 
| 
q ee a XUN 
a 
See ae eee ee aN ats Pelagia sa a eee is EY eh eee AN e peek tee at <3 eae re Pi ana er es reat ot ies a Re x 7 a Be Eh AR eRe Stes. chet aang praia aA a MU Sere 8s jy dh ea ip ae Ua bares” palate Sg ESA ae eee 
PMR deem rate SS Ayes | EK gh the Ba od pas peers PO eee htt ae pe Mins 1 a oe aces ag ts Sey Shat (SE ae Beem nae Pea be eames et | “cs Tet Pig ASP et 210 UR I RC TSP ct met ey ral eh i a ae gee Ce ee Meee SS See eee 2 
BET li ak i ea ea ae ole glee nae Asie Deer bie) Wasa Lr Sa «5. oy Tapeh etme os «ne Se ae eee me een poesia TF cs ie oe Reet eee A) Nam ap eee? 7 1c Sant So okie o> Be RGR Renee eA OMG A Cea, "2." orepe mr RUF 
er taht Sella Gest eae ; Rese ; # ee er Sc aceite” ui ng Poa arhe hit ae Ieee: Kinerase eres) uate Rod. Oe aia No Pld ecg ae PM ks fy io aes eo eee at We eran Bok oes Hereate ey te eae ES Sap pee Merete i ENR EPs ig eae ap | is 
see Suan pings 3“? ean : Yohei ce Pea ie ane : RNa ic ee er ec : ea, SO ‘oh ke Sea ee Shia: seh Benen tet Pee ty ae Sea” ul See aOR eee meee at neers Tk ene teh iat tc RA NS Ie, 
a a a Se aie EN eo Reg ieee eames Satter ee Sei eer ras  Bren arts SP" ees RS eRe aIe vig a, am a es ink 5 
yo eee SE ee: ager ane, aE n ene Sa -§ a, Urania Ua eiet Mate Crees rin megan tac Ney gees AC is gee rrr Na Snot IN came Ope VNR RROD 6 92S AO Re Caen ato gk Naor nth ar na oT Rca ae le eg ne : Seen ere age a) oe } ere Sieg eaea! See 
ea es! ee Smeg eR rc sc aie ees ee ee pre aN OR tg ope 2 hitb Pa ee 0 Senne eS A oe rare 
CTT e Sapo a Ue aes Nica aceasta ete oP | cats st Soren rapa Rao as aie eh, + oe Ree meat dN | ae TS et Ol Seti eee vs iat eo toe Sn MPL Sey Me se Fcia, Soak, SS akg en ce ag Ls «ca ae een eT Ge at a pt cy Sa aR re oS a Se ee A 


@ In this insert it has been possible to cite only one fact which 


will help you increase the effectiveness of your Sunday adver- 


| tising: use the Rotogravure Section! But in the complete report 


of the Kimberly-Clark Gallup Study there are scores of pertinent 


facts which will be of practical assistance to you in planning 


You can do it better with ROTOGRAVUR 


Sunday ads...in helping you choose illustrations, copy themes 
that will interest a wider audience. These facts have been fully 
developed in a book, “Let 4,979,875 Newspaper Readers tell 
you what they read on Sunday.” A request to Kimberly-Clark’s 


advertising office in Chicago will bring your copy to you. 


NEW YORK CHICAGO LOS ANGELES 
122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
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ADVERTISING AGE 


NETWORKS’ TIME 
SALES CONTINUE 
TO SHOW GAINS 


New York, Aug. 22.—Sales of net- 
work time by the two major net- 
works during July were far in ad- 
vance of time sales during the same 
month of 1934, according to National 
Advertising Records. 

In July, total time sales were $3,- 
119,405. CBS time sales during July 
totaled $910,470, and NBC time sales 
reached $2,208,935. In July of last 
year, the CBS and NBC total was 
$2,494,710, of which CBS accounted 
for $630,290, and NBC for $1,864,420. 

Last month’s total exceeded sales 
for any July in network history. 
The previous high mark for that 
month was reached in July, 1931, 
when chain time sales totaled $2,- 
764,294. 

General Foods Corporation was 
the largest user of network time 
during July, spending a total of 
$203,850, divided as follows: Certo, 
$32,124; GF cooking school, $9,472; 
Maxwell House coffee, $51,160; and 
Post Toasties and bran, $111,094. 

Second in line was Procter & 
Gamble Company, with éxpenditures 
aggregating $188,830, as follows: Ca- 
may soap, $29,092; Chipso, $26,526; 
Crisco, $40,612; Dreft, $7,826; Ivory 
soap, $43,788; and Oxydol, $40,986. 


Standard Brands Third 


Third place was taken by Stand- 
ard Brands, Inc., which spent a total 
of $141,649, spent as follows: Chase 
& Sanborn coffee, $52,000; Fleisch- 
mann’s yeast for health, $34,220; 
Fleischmann’s yeast for baking, 
$11,604; Tender Leaf tea and Royal 
gelatin, $43,825. 

In fourth place was Colgate-Palm- 
olive-Peet Company, whose total of 
$129,343 was divided as follows: Col- 
gate’s dental cream, $15,990; Palm- 
olive soap, $71,400; Super-Suds, 
$41,953. 

Other large users of network time 
during July included: 

Lady Esther Company, $100,666; 


The Pepsodent Company, $83,126; 
Ford Motor Company, $81,807; Dr. 
Miles Laboratories, Inc., $70,240; 


American Tobacco Company, for 
Lucky Strike cigarettes, $57,904; 
Campbell Soup Company, $57,354. 

Kraft-Phenix Cheese Corporation, 
$55,160; Philip Morris & Co., Ltd., 
Inc., $54,426; Sun Oil Company, $50,- 
680; Firestone Tire & Rubber Com- 
pany, $48,160; The Texas Company, 
$45,365. 


Maine’s Booklet Offer 
Brings Flood of Requests 


Coupon advertising, offering free 
copies of the State of Maine’s “Offi- 
cial Vacation Pamphlet,” has _ pro- 
duced a flood of inquiries. The offer 
was made in extensive newspaper 
and magazine advertising. Inquiries 
received in the first three months of 
1935 more than outnumbered those 
received during the entire season last 
year. Inquiries are still being re- 
ceived at the rate of well over 3,000 
a week. 

The pamphlet shows many illus- 
trations of Maine’s sea coast, moun- 
tains and lakes. N. W. Ayer & Son, 
Inc., Philadelphia, handles the ac- 
count. 


May Use Matches 


Under terms of the Novotny bill, 
passed by the Wisconsin legisla- 
ture, paper matches may hereafter 
be used by political candidates to ad- 
vertise their candidacies, but the 
items must be included in their offi- 
cial expense accounts. 


Packard Re-Signs Tibbett 


Starting Tuesday, Sept. 24, Law- 
rence Tibbett will again be heard 
under Packard auspices in a new 
series of weekly broadcasts over a 
nation-wide Columbia network. 


French Catalog Planned 

The Argus de la Presse, French 
clipping service, is preparing a new 
edition of its catalog listing French- 
language newspapers and magazines 
published in France and other coun- 
tries. 


CHARTS SHOW.TREND OF NEWSPAPER ADVERTISING AT A GLANCE 
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These charts, developed by Media Records, Inc., show the trend of total and general newspaper advertis- 
ing in 52 cities from January, 1928, through July, 1935. 


REVEALS RESULTS 
OF AD TIE-UP 
BY PENN MUTUAL 


Philadelphia, Pa., Aug. 22.— The 
Penn Mutual Life Insurance Com- 
pany’s direct mail tie-up with its na- 
‘tional magazine advertisements has 
produced during the past two years 
known sales of policies on 2,300 lives, 
with annual premiums amounting to 
$300,000. 

Since available reports on the re- 
sults of the direct mail tie-up cover 
less than half of the prospects 
reached, it is estimated that the 
actual amount of new business at- 
tributable to the tie-up is at least 
double the amount shown by the 
record, points out D. Bobb Slattery, 
assistant to the agency vice-presi- 
dent of Penn Mutual. 

As each advertisement is sched- 
uled, Penn Mutual offers to send a 
letter tied in with the advertisement 
to a list of 25 prospects supplied by 
each agent. The letter is followed 
up by a personal call by the agent. 

In the past two years 175,000 let- 
ters have been sent to prospects 
whose names were supplied by 
agents. Reports have been received 
covering results of 79,800 letters. 

During February, 1935, selected as 
a typical month, 14,000 letters were 
mailed. Reports on 8,900 February 
letters show insurance written on 
416 lives to the amount of $1,768,700, 
with annual premiums of $48,000. 


Has Secondary Value 


“Since the advertising is primarily 
institutional in character, Mr. Slat- 
tery said, “the results of the direct 
mail tie-up are all the more signifi- 
cant as showing the extent to which 
the company’s agents have been able 
to turn the advertising to their per- 
sonal and tangible advantage.” 

In addition to the new business 
actually written, the company’s 
agents reported that the direct mail 
tie-up provided them with 19,952 
good future prospects. 

Penn Mutual’s advertising is han- 
dled by N. W. Ayer & Son, Inc. 


Animated Display 
for G. & W. Whisky 


Gooderham & Worts, Ltd., Toronto 
and Detroit, will erect a new ani- 
mated display on Michigan Avenue, 
Chicago, through General Outdoor 
Advertising Company. 

Fletcher & Ellis, New York, handle 


the account. 


Instructs Grocers 
By Means of Novel 
‘*Store-on- Wheels’’ 


(Picture on Page 31) 


Chicago, Aug. 22-—A “grocery- 
store-on-wheels” is the device Plee- 
zing, Inc., Chicago food products 
firm, has adopted as a means of in- 
structing dealers on modern mer- 
chandising and store layout. 

Mounted on a Ford V-8 truck, the 
exhibit has been started on a tour 
of 38 states, to show 7,200 indepen- 
dent grocers how best to market the 
2,500 different food products using 
the Plee-zing label. 

The unusual truck body, when 
opened, expands 18 inches in width 
and four feet in height by means 
of patented mechanical devices. The 
right hand side of the truck repro- 
duces the front of an authorized 
Plee-zing food store. Efficient store 
layout is demonstrated inside the 
truck, where built-in shelving holds 
800 different grocers’ items. The 
truck is painted in broad stripes of 
red, white and blue, the standard 
color combination of the line. 

Arrangements have been made to 
service and display this mobile store 
at showrooms of Ford dealers all 
along the route of the tour, which 
will cover 38 states before comple- 
tion. 

J. E. Okell is the sales manager 
of Plee-zing, Inc. 


Collins Takes New Post 


Porter D. Collins, formerly branch 
manager in Michigan and California 
for Goodyear Tire & Rubber Com- 
pany of Akron, has been appointed 
advertising manager of the Kelly- 
Springfield Tire Company, Cumber- 
land, Md., which was recently ac- 
quired by Goodyear. 


Brother Adds to Staff 


Gordon Eldredge has been added 
to the copy department, and Lester 
Mange to the art department, of 
D. P. Brother & Co., Detroit agency. 
Willard Wood has been appointed 
publicity representative of the 
agency in San Francisco and Los 
Angeles. 


Advertising History 
Is Told in Booklet 


The first ten articles detailing the 
advertising history of large compa- 
nies, which have appeared in the 
New York Journal of Commerce dur- 
ing recent months, have been re- 
printed in booklet form. 

The booklet, which is titled “Ac- 
complishments of Advertising,” con- 
tains brief advertising histories of 


Colgate - Palmolive - Peet Company; 
Goodyear Tire & Rubber Company; 
Cluett, Peabody & Co.; Continental 
Can Company; Axton-Fisher To- 
bacco Company; The Borden Com- 
pany; Pepperell Mfg. Company; Bris- 
tol-Myers Company, and The Best 
Foods, Inc. 

Additional articles in the series 
will be put in booklet form from time 
to time. 


Pioneer Plans 
Brace Campaign 
On “Fit” Theme 


Philadelphia, Pa., Aug. 22.—Pio- 
neer Suspender Company will soon 
launch an extensive campaign to 
tell American men about Customfit 
braces, “that fit as well as though 
custom-tailored.” 

The company recently perfected 
and placed on the market “Shoulder 
Action” braces, which have an elas- 
tic piece between the two straps in 
back. This piece swings on rocker- 
type mountings at both ends. The 
elasticity of the special cross-piece 
section is said to provide excep- 
tional freedom of movement. 

The cross-piece may be slid up 
or down, according to whether the 
wearer has a long or short back, 
broad or narrow shoulders, or wears 
high-rise or hip-high trousers. 

The “Shoulder Action” braces will 
hereafter be known as “Customfit” 
braces. Advertisements scheduled 
for national magazines will carry 
the Customfit story. Business pub- 
lications will also be used to build 
up the new idea for selling Pioneer 
braces. Dealers will be provided 
with mats of newspaper advertise- 
ments and window and counter dis- 
plays. 


Martin at New Post 
A. William Martin, active in sales 
promotional work in New York for 
a number of years, has been ap- 
pointed sales promotion manager of 
Bauer & Meyer, Inc., advertising in 
transit lines. 


“Gazette” 90 Years Old 

The Janesville, Wis., Gazette cele- 
brated its ninetieth anniversary Aug. 
14. The Gazette’s history was re- 
viewed briefly in a front page edi- 
torial. 
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REPORT OF PROGRESS 


The first six months of 1935 compared with same period, 1934 


UP! 


Circulation gained 8.7 per cent 


(A. B. C. Publisher's Statement, June 30, 1935) 


UP!! 


Advertising lineage 


gained 37; per cent 


(National Advertising Records) 


DOWN! 


Milline rate dec 


'! 
reased to $3.02 
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The only national publication 
edited for every member of 


the small town 


family. . . now 


reaching over 500,000 


families every 


week. 


“Small Town America’s Reading Habit’’ 
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ASSERTS ADMEN 
CAN LEARN FROM 
FINANCIAL COPY 


Sperling “Speaks Up” for 
Policy of Restraint 


Chicago, Aug. 22.—Far from being 
the backward member of the adver- 
tising family, financial advertising 
has some qualities which might well 
be adopted by commercial advertis- 
ers, I. I. Sperling, president of the 
Financial Advertisers Association, 
told Chicago advertising men at a 
luncheon in the quarters of the Chi- 
cago Federated Advertising Club yes- 
terday. 

Mr. Sperling, who is assistant vice- 
president of the Cleveland Trust 
Company, asserted that financial ad- 
vertisers have been much maligned. 
While he conceded that some of their 
advertising has been stilted and un- 
inspired, he said that most of it had 
some good points. 

“There is one lesson which most 
financial advertising has for other 
types of enterprise and that is in 
the value of understatement,” he 
said. 

“Of course there have been viola- 
tions of this principle, but taken by 
and large, the average piece of finan- 
cial copy leans over backward to stay 
within the legal and ethical limits of 
the facts. 

“IT suspect that if many general 
advertisers had insisted upon this 
principle being observed in their own 
businesses, there would not be to- 
day’s hue and cry for new food and 
drug legislation and proposed re- 
strictions on this type of advertis- 
ing.” Certain exaggerated claims 
and testimonial advertising of the 
recent past prove his point, he said. 

In the matter of copy itself, finan- 
cial advertising has been undergoing 
overhauling, Mr. Sperling said. It is 


standing less on its dignity, but has 
not made the mistake of some other 
types of advertising, he added, which 
have become too familiar, too insin- 
cere and not in good taste. 


Using Emotional Appeals 


Financial advertising, too, has 
learned to use the emotional appeal 
effectively, to talk in terms of what 
its services mean to the individual, 
rather than talking generally about 
such technical things as trust es- 
tates, corporate trustees, etc. Sav- 
ings accounts have been translated 
into “financial independence,” trusts 
into “freedom from care,” checking 
accounts into “convenience.” 

This is similar, he said, to the psy- 
chology of a prominent soapmaker’s 
advertising which sells “the school- 
girl complexion” rather than just the 
bar of soap. 

“To those manufacturers of prod- 
ucts sold to the fabricator rather 
than to the ultimate consumer,” Mr. 
Sperling declared, “let me say that 
financial advertising has learned its 
lesson of not depending entirely 
upon any one group of users of its 
services. 

“Banking particularly has learned 
that not only must it provide a basis 
of understanding and confidence of 
its customers but the public must 
also understand and believe. 

“Unless the public at large has a 
proper conception of the quality and 
utility of any product, it is folly to 
stake the future existence of that 
product entirely on the patronage of 
any one group. In the long run, the 
general public, which is the ultimate 
consumer, decides the fate of any 
product and institution.” 


Cites Republic Steel 


Republic Steel’s institutional copy 
is an example of an industrial con- 
cern which does not sell directly to 
the public but which nevertheless 
seeks public acceptance for its prod- 
ucts, he said. 

“In the matter of correcting a pub- 
lic misunderstanding, no industry 
has used a more direct method than 
that employed by financial institu- 
tions to combat the criticism that 
banks are unwilling to lend,” Mr. 
Sperling said. “They published RFC 
figures and their own, to show that 


Pulling 


Power 


Insured 


readers. 


uncome, . 


perous States.) 


577,503 
men readers 


(ABC) 


ING 


New York 


HUNT 


There’s a reason why the pulling power of an advertise- 
ment in National Sportsman and Hunting & Fishing is so 
consistently good: It’s the surplus buying power of the 


Here are 577,503 active sportsmen with expensive hobby 
interests that can not be indulged in by men of limited 


Here are readers concentrated, through strict geographical 
control of circulation, in the richest sections of the country. 
(That's why 84% of our readers live in the 24 most pros- 


It’s an active all-man market—at one of the lowest page 
rates per thousand in the magazine field. 


NATIONAL SPORTSMAN 


& FISHING 


Chicago Philadelphia 


PERTINENT ADVICE 


Sonny Solves the Heat Problem! 


CosH, THIS HEAT ae 
1S AwFUL 


COME SON, LETS THINK OF 
A WAY TO CO@L mis Pace! 


t 7 2 

wel, SPRINKLE THE 

LAWN THE TREES ANDO 
SMRUBBERY ~ 


THEN TURN THE HOSE », 
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> ae 
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mo oo 
THE IDEA WORKLO SONNY 
IT LOOKS LIKE COOLER 
SLEEPING FROM NOW ON 


}- THUS COOLING THE A/R 
Orr JUST AS A SHOWER 


Terre Haute Water Works Corporation 


— 


One of the cartoon advertisements 
offering suggestions for solving the 
heat problem being run in Terre 
Haute, as described in the Aug. 19 
issue of “Advertising Age" 


there is actually a dearth of good 
borrowers rather than an unwilling- 
ness to loan. And they are soliciting 
good, desirable loans in their current 
advertisements. 

“Progressive stores, like Macy’s in 
New York, are relatively few, but 
there is an equally limited number 
of banks which like Macy’s are 
painstakingly explaining their poli- 
cies and standards rather than forc- 
ing them on the public.” 

Because of realization of the im- 
portance of the human factor and 
the personal relationship in banking, 
bank merchandisers are coordinating 
the activities which properly come 
under the head of public relations, 
Mr. Sperling asserted. 

These activities, he said, include 
advertising, selling, publicity, rela- 
tions with customers and the public, 
relations with the staff, the stock- 
holders and the executives. 


A Broader Perspective 


“The narrow viewpoint of merely 
writing a piece of competitive copy 
has grown into the broader perspec- 
tive of a comprehensive good will 
building job—first in the selling of 
American banking and economics, 
which have made America great, and 
second, in the furthering of the in- 
dividual bank’s own interest. In the 
last few years especially, individual 
banks have learned to merge their 
own efforts a little more closely in 
cooperation with the system of which 
they are a part.” 

Referring to some views of pres- 
ent conditions, Mr. Sperling declared 
that business expands when men 
look beyond the uncertainties of the 
day or the temporary limitations of 
their accustomed range of trade. 


Output Increased 


In the Aug. 15 issue of the Cleve- 
land Trust Company’s “Business Bul- 
letin,” Mr. Sperling said, Col. Leon- 
ard P. Ayres points out that during 
the depression the output of cigar- 
ettes, gasoline, rayon and iceless re- 
frigerators “has so vigorously in- 
creased that it seems appropriate to 
refer to the industries producing 
them as being depressionless. 

“He points out that all four of 
these industries that are doing so 
well during the depression years, 
produce articles that are among the 
amenities of life rather than among 
the necessities and might even be 
classed as luxuries. 

“All of them make their appeals to 
large numbers of people and so have 
immense potential markets. In all 
of them the competition among the 
producers is exceptionally keen and 
in each case the profits have been at 
some time unusually large. 

“They are typical examples of the 
operation of risk-taking enterprises 
actuated by the profit motive, suc- 
ceeding in overcoming technical dif- 
ficulties to create new products, re- 
duce prices, and provide great num- 


bers of people with goods they 
want.” 


PREDICT LARGER 
AD FUNDS FOR 
6-M PRODUCTS 


Detroit, Mich., Aug. 22. — Sharply 
increased appropriations for the 
forthcoming year’s advertising cam- 
paigns by the several General Motors 
Corporation units were forecast here 
following publications of the annual 
G. M. C. statement, announcing 
authorization of $50,000,000 in ex- 
penditures for construction and ex- 
pansion work. 

Though none of the $50,000,000 will 
be applied directly to advertising, 
executives here pointed out that the 
program would result in increase in 
the production facilities of all Gen- 
eral Motors cars, particularly Chev- 
rolet, Pontiac and Oldsmobile, and 
that additional advertising, in line 
with the increased production, would 
be well in order. 

“In practically all countries 
throughout the world, the underlying 
economic forces, striving for recov- 
ery, are, at the moment, in the as- 
cendancy over the adverse influences 
incident to political action,” Alfred 
P. Sloan, Jr., president, stated in the 
report. 

Exclusive of the United States, 
consumption of motor cars and 
trucks for 1935 throughout the world 
is indicated equal to that of any pre- 
vious year in the industry’s history, 
he said, adding that in the domestic 
market, the expectancy of the year 
might be stated as 70 per cent of 
1929, the previous high record. 

“Thus we see that recovery has as- 
serted itself to an important degree 
even greater outside than inside the 
United States, if we are to adopt the 
previous peak of automotive con- 
sumption as our yardstick,” he con- 
tinued. 


Most for Machinery 


In addition to increase in produc- 
tion facilities of General Motors cars, 
as domestically manufactured, there 
will also be an important increase in 
the capacity of the corporation’s 
manufacturing plants overseas, both 
in England and Germany. 

“There is involved in the program, 
domestically, a broadening of the cor- 
poration’s policy of decentralization 
of manufacturing operations,” Mr. 
Sloan declared. ‘While there will be 
a limited amount of building con- 
struction, the greater part of the pro- 
gram involves the purchase of ma- 
chinery and other plant equipment 
directly involved in production.” 


Names Federated Sales 


The Beardsley & Wolcott Mfg. 
Company, Waterbury, Conn., maker 
of Torrid electrical appliances for 
the home, Wilwear bathroom fix- 
tures, and other products, has ap- 
pointed The Federated Sales Service, 
Boston, as marketing counsel. 


Stewardesses 
Join Staff of 
Big Railroads 


Omaha, Neb., Aug. 22.—When the 
Los Angeles Limited pulled out here 
last night, it carried, for the first 
time on any railroad, an attractive 
and capable stewardess to cater to 
women and children. The Chicago & 
Northwestern and Union Pacific, 
jointly operating the crack train, are 
testing the idea as a stimulant for 
low-price travel. 

One or more coaches on both east 
and west bound trains will be re- 
served for women and children ex- 
clusively, to whom the stewardess 
will cater. Heretofore, attention of 
this kind has been confined to the 
higher-priced cars, where maids have 
been in attendance. The stewardess 
idea is part of a general plan for 
“improving the product,” or making 
travel in coaches and tourist cars 
more attractive. 

Four stewardesses, all registered 
nurses and graduates of Omaha hos- 
pitals, have been enrolled on the 
first crew formed by the railroads. 
They are Florette C. Welp, Gertrude 
E. Readholm, Erma M. Smatlan and 
Eunice V. Peterson. 

Both display and classified adver- 
tising is being used by the Caples 
Company, Chicago agency, to tell the 
story of the greater comfort offered 
at low prices. The classified pages, 
believed to appeal with particular 
force to bargain-seekers, relate the 
numerous advantages offered, such 
as low-priced meals, free pillows, and 
now, the presence of a _ talented 
stewardess to relieve mothers of 
some of their cares. 


Adopts New Cover 


Modern Medicine, Minneapolis, has 
adopted a new cover created by the 
Viennese poster artist, Joseph 
Binder. The design combines mod- 
ernity and tradition by the use of a 
simplified stylizing of the figure of 
Aesculapius, mythical father of med- 
icine. 


Detroit Agency Appointed 


Holden, Graham & Clark, Inc., 
Detroit agency formerly known as 
Holden, McKinney & Clark, Inc., has 
been appointed to handle the adver- 
tising of H. A. Douglas Mfg. Com- 
pany, maker of automotive, aircraft 
and industrial electrical equipment 
parts. 


Rice to Cleveland 


Robert J. Rice has been added to 
the copy and production staff of 
Mumm, Romer, Robbins & Pearson, 
Inc., Columbus, O. He was formerly 
engaged in advertising layout and 
copy work for the Crosley Radio 
Corporation. 


Alfred Rooney Appointed 

The Green Fuel Economizer Com- 
pany, Inc., Beacon, N. Y., has ap- 
pointed the New York office of Alfred 
Rooney Company, Inc., to handle its 
advertising. Magazines and business 
papers will be used. 


No need to growl just 


yi 
because they 


44a 44 
re’ dog days 


@ Yeah—we know all about this thing of humidity—and 
we agree with M. Twain, Esq., that everybody talks about 
it, but nobody does anything about it. And—equally frank 
—the “dog days” of a year ago were even harder to stand; 
the weather seemed twice as tough. 

We hope it’s the same with you. Because we don’t even 
have much time these days to bother about pars or weeded 
fishing waters — we’re too busy. 

Gentlemen of the advertising jury — we go on record 
here and now as prophets. This is going to be the best 
Fall in years — and we'll be right here to help you o’er the 


Humps of Production. 


Partridge & Anderson 


712 Federal Street 
Chicago 


ELECTROTYPES + NICKELTYPES » STEREOTYPES +» MATRICES 


— 


. Mes ee 
. | ee 
: a Ones > |S : 
| f) (“t= Beate 
: SAB BAN . Sie | 
Va aL / Be . 
Mg sa OE 
: ee | 
Uh yeah ie a | va 
A Pate " : % . 4 
: cy» 4 ) 7 4, BY “ 
‘i }: ' . y 2 7 , Pe “al 
ane \: ” . 
Ca Be : | { " b= — yr eve 
Bee toa t: | ‘ | 
eM ah ~ L 
ee re ' 
a a : 
pele ac Vee : 
Ee ete Te a y 
ute ae t 
areas mi 
1 = 
cee EE 
or ett 
i | 
Ge 
eS se ei | 
Slice “a akonity | 
Rot erg 
Bi se ae 
Cine, eee | ’ | 
sen, Oa Ut | ——— 
| ° 
| 
oe | | 
EO ent Neer 
pi ee | 
ane a er | 
Aone Tce | 
ie 4 ; a 
OE CR | 
SOT h. 
ae Fn | 
pes isc 
oe eeooaoaoaoaoOoQoaoaaaeeeeeee SS 
a, SAA TS A a TT Po 
AG ee a: saunas 
cou sega 
ee Pay # 
iil, aati eee : % 
. CF WS, Pe 
’ ? Sere saat a <i, hls . 
Le rare hie as — | 
. pe Wo EN 
i : ; : ; 
a 7 : s . S : 
| yy OF 
: Seay 4 Sema | 
; —— \ Md 5 
. | \\~ J ~ 
: - 4 \ aoa ; 
: ae = Were, ’ ae oo ey 
iacicaiias “ai 75 ae “oe aoe . 
Oe og ee esenneseecnenesestaene 
ane 74 — Gow ~-- he 
Be ° oe Me 
> asU a 
| ; os Ss 3 S A 
“ee r “hy - * Se c 
eae ee | 
Foil ie Pe es | 
e i ————————=KK[“@"=a"==xz==T—vumananx{x=x==T=—=—=—=—=—=[==—[vNRVN—DmMma"R="'—={x{=[=a@aT]y{_Tl—=_»hn»»»L=E»y\yoy »o_y_—asamamysysy_s=amyanan=S=EE======_ 
naa oes 
[eins ames ae Se 
ened were ee 
Aig Se 
ST eer Te 
Paty FP NG 
ge° f\ 1SHing 9 
»\ . PC 
+3 /S y a page 
a re B , a : Pe 
ag! C ea » — 
: ~~ 
ompany As 
a 
— Ww 
as 
A 
Boston a pS | Po 
SC“ 
: 5 eee ee — | : ae ed Mi thige Foe ae oe Mila e aL see ie ABO ya Baty a Neos | a es egeePnd ts Cie ey We . aes Seen tel on oe ee 2, Sion ha a aevars ie ee i fan ; ey 
= as ee ee gies aac o> eae edie “és BE eee SS feo a OE Oe Sa sie iam aaa ED ics. caer go onan Zaha ace Wreee oe Peat ye et a gO ny ba ra en ee 
ee eee , Oa ‘eas a ae te igen’: a a ene oe fe, ze - Bote elias Sane WD gee Sane aay ee ea ce ee eee =e vod re eae = ok eee : ag ae ae prea 
MMe: = Sree rie) shay Sk May 82 Ree PY re oh IR aR ai DAR Jo oo a a gM ales ada pa ciara on us eS Oc 
MOSM ee eri plea SE Bg TN te) Gt Ren Maa reece emer nL DDR So 2s eet ge ee ad me Meh ei Liar N ica Uae a eee 5 fod 


ld 


~ PRO 


ees 


Q2aDm TT = 


—_>— 


August 26, 1935 


ADVERTISING AGE 


19 


IRON FIREMAN 
WILL FEATURE 
ACTUAL CASES 


Plans Extensive Drive on 
Variety of Markets 


Cleveland, O., Aug. 22.—Actual 
ease histories of satisfactory per- 
formances by Iron Fireman stokers 
in homes, commercial buildings and 
industrial plants will be related in 
an aggressive national advertising 
campaign launched by Iron Fireman 
Mfg. Company. 

A total of 172 insertions will be 
used in 20 magazines with a circula- 
tion of 6,822,601. The agency, Gerber 
& Crossley, Inc., Portland, Ore., has 
supplied mats and cuts to dealers, for 
62 newspaper advertisements. Seven 
hundred newspapers will be used by 
dealers. An extensive direct mail 
campaign will also be staged. 

General magazines being used in- 
clude American Home, Better Homes 
and Gardens, Business Week, Ez- 
tension Magazine, Fortune, Maclean’s, 
National Geographic, Nation’s Busi- 
ness, Saturday Night, Saturday Eve- 
ning Post, and Time. 

In the architectural field Ameri- 
can Architect, Architectural Forum, 
Architectural Record, Architecture, 
and Pencil Points will be used, with 
Heating and Ventilating, Industrial 
Power, Power, and Southern Power 
Journal reaching the users and in- 
stallers of power plants. 

Typical of the “actual case” copy 
will be the advertisement in the 
Saturday Evening Post, to be out 
Sept. 17, which will tell how the Iron 
Fireman filled the needs of four 
leading golf clubs in Cleveland. Copy 
will feature the fact that the record 
of the stoker is “better than part.” 


Discusses Actual Cases 


One piece of copy will state that 
Iron Fireman excels in all three 
fields of firing; industrial, commer- 
cial heating, and residential. The 
copy will be illustrated with photo- 
graphs of the city hall, the fire sta- 
tions, and the municipal auditorium 
of Kingston, N. J. 

The new copy will be couponed 
for requests for either Iron Fireman 
literature or a firing survey. Spaces 
will be provided for indicating the 
type of plant the prospect has, com- 
mercial, power, or residential. 

“Actual case” copy in newspapers 
will show photographs of many well- 
known people, and will relate their 
experiences with different types of 
Iron Fireman stokers. Powel Cros- 
ley, Jr., of Crosley Radio Corpora- 
tion, will be the subject of one of 
the experience sketches. 

One portion of the Iron Fireman 
newspaper campaign has been di- 
rected to users of bituminous coal, 
while another portion, to be staged 
in the East, has been aimed at users 
of anthracite. 

In September dealers will receive 
an elaborate promotion piece to aid 
in putting across the fact that they 
are qualified to instruct consumers 
in securing Federal Housing Admin- 
istration loans for installation of 
Iron Fireman stokers. 

This will be an eight-page roto- 
gravure tabloid newspaper, with 
front and back covers and the center 
spread in four-color process roto- 
gravure, and the other four pages in 
sepia. Many sales of stokers have 
resulted from Iron Fireman Com- 
Pany’s tie-up with FHA promotion. 


Much Direct Mail 


Backing up publication copy will 
be a series of direct mail campaigns, 
directed to owners of homes, com- 
mercial buildings, and industrial 
plants. Four promotion pieces in the 
direct mail campaign to residential 
prospects will talk to home owners 
now firing with coal by hand, four 
to people using oil burners, and four 
to those heating with gas. 

Dealers will send in names of 
homeowners, and the company will 


mail the literature to the prospect, 
with imprint of the local dealer’s 
name. 


The company has urged dealers to 
cash in on the national advertising 
by three methods; sales calls, local 
newspaper advertising, and direct 
mail. It is essential to follow up 
inquiries from national advertising 
promptly, they have been reminded. 

Iron Fireman has just concluded a 
highly successful architectural com- 
petition in Pencil Points, as part of 
its sales promotion for the new model 
“Ring Drive” Iron Fireman auto- 
matic stoker. 


Provided an Incentive 


The contest was designed to tie in 
with the home building program 


gaining headway under FHA stimu- 
lation, and to provide an incentive 
to architects to learn how to include 
automatic coal heating in their build- 
ing plans at the time the plans are 
drawn. 

Based on the problem of submit- 
ting a design for a house for a fam- 
ily of five, the contest created na- 
tion-wide interest among architects. 
It created even greater interest in 
the coal industry, where it is said to 
be regarded as the first major na- 
tional offensive to architects in sup- 
port of coal as the ideal automatic 
fuel. 

The company awarded winning 
architects cash prizes ranging from 
$100 to $1,000, and other prizes. The 
prize drawings will be taken in a 


of Pacific Rural 


traveling exhibit to all chapters of 
the American Institute of Architects, 
and to other groups over the country. 

The new campaign will follow 
completion of district sales meeting 
programs in 27 cities during August, 
from New York to Portland, Ore., 
and from Vancouver, B. C., to To- 
ronto, Ont., extending also as far 
South as Atlanta, Ga. 


Costello Joins Katz 


Ned Costello will leave his post as 
New York manager of Associated 
Farm Papers on Sept. 1 to join the 
sales staff of the E. Katz Special 
Agency, New York. The Katz agency 
will handle national representation 
Press, effective 
Jan. 1. 


Seeks Letterhead Design 


The American Institute of Graphic 
Arts, 125 E, 46th St., New York, is 
conducting a competition, open to 
anyone in the United States and Can- 
ada, for a new letterhead for the In- 
stitute. The six winning designs 
will be included in a special exhibit 
to be shown in connection with the 
Institute’s annual Commercial Print- 
ing of the Year show, opening in New 
York in November. 


To Rawlins & Hunt 


Through a typographical error, an 
announcement in the Aug. 19 issue 
of ADVERTISING AGE declared that 
Rounds and Hunt had been named 
representatives of Arts ¢ Decoration 
and Travel, whereas it should have 
been Rawlins and Hunt. 


Kiide Mong wr THe Mortons 


The Mortons know what makes the wheels go ’round. 


When they talk about “new spring action,” 
“streamlining” 
they know what they’re talking about. 


insulation,” 
tion,” 


“body 
and “draftless ventila- 
For 


earning the bulk of America’s income. And, what’s 
more important—confident of their futures, they’re 


spending it, too. 


The Chicago American has more concentrated circu- 


automobiles and new car talk are a big part of their 
lives. Mr. Automobile Man, your best market in 
Chicago comprises men and women like the Mortons, 
in their 30’s and 40’s. This age range has always 
been important in selling automobiles. Today it is 
all-important, for these young people are The Lead- 
ing Americans in the present consumer market. 


As economists will tell you, it is such people who are 


CHICAGO AMERICAN 


lation among These Leading Americans than any 
other newspaper in Chicago. And naturally so. The — 
American is edited for men and women who want 
terse, accurate news and dramatic picture presenta- 
tion. In a word, readers who want action in their 
newspaper. They get action in the American. They 
give action in Chicago’s automobile salesrooms. 

A word to the wise is—Advertise automobiles to. 


The Leading Americans. THEY MEAN BUSINESS! 


...a good newspaper 


NATIONAL REPRESENTATIVES: HEARST INTERNATIONAL ADVERTISING SERVICE 


Rodney E Boone, General Manager 
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WIND UP PLANS 
FOR CONFERENCE 
ON DISTRIBUTION 


Boston, Mass., Aug. 22.—Authori- 
ties on various phases of distribu- 
tion, merchandising, marketing, and 
advertising will address the Boston 
Conference on Distribution, to be 
held here Sept. 23-24 at the Hotel 
Statler. 

Daniel Bloomfield, manager of the 
Retail Trade Board of Boston, has 
announced the final program for the 
conference, which is sponsored by 
the board. 

The conference will hear addresses 
on the work of the retailer and 
wholesaler in distribution, business 
self-government, cooperative distribu- 
tion, consumer movements, taxation, 
and elimination of waste in distribu- 
tion, among other subjects. 


Prominent Speakers 


Speakers on Monday morning will 
include Richard Mitton, president, 
Jordan Marsh Company; P. A. O’Con- 
nell, president, E. T. Slattery Com- 
pany; Edward C. Hastings, president, 
Dry Goods Economist; Joseph H. 
Appel, executive manager, John Wan- 
amaker, Inc., New York; Malcolm P. 
MeNair; professor of marketing, Har- 
vard Graduate School of Business 
Administration; Philip J. Reilly, di- 
rector, Retail Research Association; 
J. M. Barker, vice-president and 
treasurer, Sears, Roebuck & Co.; Gil- 
bert H. Montague, attorney. 

Colby M. Chester, president, Gen- 
eral Foods Corporation, will address 
the Monday luncheon. Monday after- 
noon speakers will be: Robert 
Amory, treasurer, Nashua Mfg. Com- 
pany; Dr. James P. Warbasse, presi- 
dent, Co-Operative League of 
America; Ruth O’Brien, Bureau of 
Home Economics, U. S. Department 
of Agriculture; Mrs. Emily Newell 
Blair, chairman, Consumers’ Advis- 
ory Board, Washington; Gilbert P. 
Farrar, typographic counselor, Amer- 
ican Type Founders Sales Corpora- 
tion; Henry F. Long, commissioner 
of corporations and taxation, Com- 
monwealth of Massachusetts; B. G. 
Hawkins, store manager, Jordan 
Marsh Company; Julien Elfenbein, 
editor, House Furnishing Review and 
Linens and Domestics. 


All Phases to Be Discussed 


The Tuesday morning session will- 


be addressed by Kenneth Dameron, 
professor of marketing, Ohio State 
University; Claudius T. Murchison, 
director, Bureau of Foreign and Do- 
mestic Commerce; Dr. Melvin T. 
Copeland, professor of marketing, 
Harvard Graduate School of Business 
Administration; Paul H. Nystrom, 
president, Limited Price Variety 
Stores Association. 

Richard C. Patterson, Jr., execu- 
tive vice-president, National Broad- 
casting Company, will address the 
Tuesday luncheon session, Speakers 
at the Tuesday afternoon meeting 
will include Dr. Everett W. Lord, 
dean, Boston University College of 
Business Administration; Dr. R. S. 
Alexander, Columbia University 
School of Business; Roscoe R. Rau, 
executive vice-president, National Re- 
tail Furniture Association; Col. Clar- 
ence O. Sherrill, president, American 
Retail Federation; Ernest C. Morse, 
general director, Associated Wool In- 
dustries; Louis Fairchild, Fairchild 
Publications. 


Gotham Names Modern 


Gotham Hosiery Company, maker 
of silk hosiery for women, has ap- 
pointed Modern Art Studios, New 
York, to plan an itinerant display 
campaign to be loaned to dealers 
throughout the country. A series of 
mechanical displays will be featured. 


Blue Monday Appoints 

The Ridgway Company, St. Louis, 
has secured the advertising account 
of the Blue Monday Company of 
that city, maker of Blue Monday 
household cleaner. Test newspaper 
advertising is being run in Indiana. 


Joy Brand Gas 


Forces Drop in 
Montreal Price 


Montreal, Que., Aug. 22.—Entrance 
of Imported Joy gasoline into the 
field here has resulted in an active 
price war, participated in by virtu- 
ally every company in this section, 
and heralded by large-space news- 
paper advertising. 

Imported Joy, sold by St. Lawrence 
Service Stations, Ltd., is advertised 
as a premium gasoline, and the cur- 
rent price is 12% cents a gallon, 
plus six cents tax. Before the St. 


Lawrence stations opened, gasoline 
sold in Montreal at around 24 cents 
a gallon, tax included. The Joy com- 
petition has forced other stations to 
meet the price in one way or an- 
other. 

One firm has announced that it 
will give five gallons of gas free with 
each purchase of an automobile tire. 
Others are giving three gallons of 
gasoline free with each sale of a 
gallon of oil at $1.25. The area of 
conflict appears to be widening con- 
stantly, with examples on record of 
various independent service stations 
selling gasoline at the customer’s bid 
price. 

Imported Joy, whose advertising is 
serviced by Simons-Michelson Com- 
pany, of Detroit, has claimed atten- 


tion with large copy running up to 
page size, declaring that Joy gas is 
the customer’s “protection against 
high gasoline prices.” Scheduled in 
all three Montreal papers, in both 
English and French, the Joy copy 
has brought long lines of cars wait- 
ing their turn to buy at the Joy sta- 
tions. 


Asks Pointed Questions 


Since the Montreal gasoline price 
has been broken so drastically, Joy 
advertising has hastened to point out 
the part it has played in the bring- 
ing of lower prices to the consumer. 

“Do you remember what you were 
paying for gasoline just a few short 
weeks ago, before Joy Gasoline 
brought the prices down?” one adver- 


tisement queries. “Can you remem- 
ber at any time since you have been 
driving your car, that you have been 
able to buy gasoline as low as you 
can today?” 


Steiner to Lefton 


H. L. Steiner, for many years 
with General Outdoor Advertising 
Company, has been placed in charge 
of the outdoor advertising depart- 
ment of Al Paul Lefton Company, 
Inc., Philadelphia. He is located in 
the firm’s New York office. 


“News” Appoints 


The Cleveland News has appointed 
Sawyer-Ferguson-Walker Company as 
its national advertising representa- 
tive, effective Sept. 1. 
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Agencies Pick Talent 
for WCAE Programs 


Ford Billings, general manager of 
WCAE, Pittsburgh, has inaugurated 
“The Standard Review,” a series of 
agency-built programs broadcast 
twice a week. 

The first two programs of the 
series were developed by Albert F. 
Hill Company, Inc. and the G. M. 
Basford Company, respectively. Other 
local agencies will build future pro- 
grams in the series. 


Ad Club Holds Outing 


The annual stag picnic of the Cin- 
cinnati Advertisers Club was held 
at Newtown, O., Aug. 14. Benjamin F. 
Faulkner headed the committee in 
charge of arrangements. 


Rogers Gave 
Broadcast Pay 
To Charities 


New York, Aug. 22.—As plans 
were being perfected in Los Angeles 
for a gigantic funeral for Will 
Rogers, the New York agency han- 
dling some of the Rogers broadcasts 
revealed that the humorist, killed in 
an air crash with Wiley Post in 
Alaska last week, was as generous 
as he was unassuming. 

Cecil, Warwick & Cecil announced 
that Rogers gave all of his remunera- 
tion for six broadcasts for Gulf Re- 


fining Company, about $50,000, to the 
American Red Cross and Salvation 
Army. The star never even saw the 
money, stipulating that the checks 
should be sent direct to the bene- 
ficiaries, and that no publicity should 
be attached. 

Rogers appeared on a Gulf pro- 
gram in 1933 and when Cecil, War- 
wick & Cecil staged another series 
for Gulf, they desired a return en- 
gagement from the gum-chewing 
philosopher. Rogers, however, didn’t 
seem interested until the agency had 
a hunch and began talking about 
how much good he could do for some 
of his favorite charities with the 
money. Rogers began to show signs 
of interest and the contract was 


finally closed on this basis. 


Egmont, New Type, Is 
Available on Intertype 


Egmont, a new type face designed 
by S. H. de Roos, of Amsterdam, 
Holland, is now available in Inter- 
type matrices. 

Characterized by long ascenders 
and a unique treatment of serifs, In- 
tertype Egmont is being furnished 
in light and medium, with its com- 
panion italics, in sizes from 8 to 
14 point. 


Kinsall Joins Altorfer 


William H. Kinsall, former auto- 
mobile editor of the Peoria Star, has 
been appointed assistant advertising 
manager of Altorfer Bros. Company, 
Peoria, maker of ABC household 
washers and ironers. 


sell MANICURES 


will find her turning naturally to your advertising page. 


ON’T smile at this picture—until you have an- 
swered three serious questions for us. 


When a woman comes into a meat market for chops, 
what are the chances of switching her mind to a mani- 


Save your romantic appeals and pleasure merchan- 
dise, your automobiles, cigarettes, and travel ideas to 
show her when she is in the mood for pleasure, and 
reading the pages of McCall’s Fiction & News. 


= 


cure? How much would it improve the chances for a 
sale to wait until she enters a beauty shop? All right, 
then, when you advertise in magazines would you rather 
put your nail polish advertisement opposite an article 
on food or opposite an article on beauty methods? 

You can present your advertisement at the right time 
in McCall’s Magazine. 

By sorting advertising and editorial into different 
magazines according to the three basic interests of 
women, McCall’s insures each advertiser the oppor- 
tunity of securing undivided reader attention. 

For example, your advertisements on beauty, cos- 
metics, clothes, care of the hair, the skin, the nails, can 
be placed in McCall’s Styte & Beauty, where articles 
of the same general interest have already whetted her 
“nterest in your product. 

Place your food and drug advertising, your pages 
on home equipment and kitchen wares in front of her 
when she is reading McCall’s Homemakina, and you 


a= ace le 


Pay (7. ae 


M‘CALL'S _... THREE 


Your advertising in McCall’s sells more effectivelw 
because it is correctly timed to match her mood. 


SEE HOW MARSHALL FIELD’S “Perfume Cocktail Bar” captures the 
imagination of the department store shopper. Because the shopper’s atten- 
tion is concentrated instead of divided, the product’s importance is 
dramatized. Thus a buying mood is created where none before may have 
existed. In similar fashion, McCall’s lifts the advertiser’s product out 
of a sea of competing ideas, using editorial articles of related appeal to 
create a mood which magnifies the importance of the advertiser’s product. 


—Seaawsniatnohen aS 
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j M‘Call's STYLE & BEAUTY 


BEAUTY AIDS - COSMETICS « PERFUMES 
HOSIERY - UNDERWEAR + CLOTHES 


FOOD - DRUGS - ELECTRICAL EQUIPMENT 
CHILDREN'S NEEOS - HOUSEFURNISHINGS 


M¢Call’s FICTION & NEWS 


CIGARETTES - CAMERAS 
+ BOOKS - INSURANCE 


TRAVEL - 
AUTOMOBILES 


IS PUT IN JARS 


Glider, brushless shave product of 

J. B. Williams Company, is now 

being marketed in this jar pro- 

duced by Owens-Illinois Glass 
Company. 


WALLACE SILVER 
IN FALL DRIVE 


Wallingford, Conn., Aug. 22.— An 
extensive national campaign in 
women’s magazines, backed by a 
window display ‘service and business 
publication copy, will be launched 
this fall by R. Wallace & Sons Mfg. 
Company. 

Advertising of the firm’s sterling 
silver will carry illustrations of five 
leading patterns, with brief copy. A 
price folder of the 15 principal Wal- 
lace patterns in sterling will be 
offered to the homemaker. The ad- 
vertisements of sterling silver will 
appear in Harper’s Bazaar, House 
and Garden, House Beautiful, Social 
Spectator, Town and Country, and 
Vogue, and will emphasize the firm’s 
“100 Years of Craftsmanship.” 

Copy featuring the Wallace silver 
plate lines will be run in American 
Home, Better Homes and Gardens, 
and Ladies’ Home Journal. Silver 
plate advertising scheduled for Oc- 
tober issues will play up the 100th 
anniversary of the company, with 
the caption, “Celebrate with Us,” 
calling attention to savings offered 
on purchases of complete sets. 

Window display sets will be fur- 
nished to dealers monthly. Each 
will consist of a striking center- 
piece with ten small cards reproduc- 
ing the main design. The cards will 
be used for price marking. 

One display will feature the Wal- 
lace hallmark and another the series 
of advertisements, “Little Stories of 
Silver,” which Wallace has run in 
business publications. 


Will Travel on Display 


One display group will be made up 
of 20 finely-executed original paint- 
ings on glass, done in the Oriental 
fashion. These displays will be 
routed across the country for use by 
dealers who book them beforehand. 

Wallace broke away from silver- 
ware “seasonal” advertising tradi- 
tion this month with a full page in 
Town and Country, in which leading 
dealers throughout the country were 
listed by state and city. Except for 
a small cut illustrating seven pat- 
terns, and brief text, the entire page 
was given over to the retailer list. 


Zimmerman Heads 
Associated Sign Group 


Fred A. Zimmerman, J. F. Zimmer- 

man & Sons, Dallas, was elected 
president of Associated Sign Contrac- 
tors of North America at the organ- 
ization’s annual convention held in 
Cincinnati Aug. 13-15. 
Other officers elected include Frank 
Welch, Frank Welch Advertising 
Company, Ft. Wayne, Ind., vice-presi- 
dent; M. J. Seibert, Quehl Sign Com- 
pany, Cincinnati, secretary - treas- 
urer. 


Buys “Athol Chronicle” 


The Athol, Mass., Daily News has 
purchased the Athol Chronicle, a 
weekly founded in 1866. Presses of 
the Chronicle will be moved to the 


new quarters of the Daily News. 
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Issues House Organ 
Raymond R. Morgan Company, 
Hollywood, Cal., radio productions, 
has begun publication of a new house 
organ, “Morgan.” 


To sell to hotels, use 


Rerotel Monthly 


Member A. B.C. and A.B. P. 
Published by JOHN WILLY, INC. 


Merchandise Mart, Chicago 


is a talkie slide film 

made by expert showmen 
Seared to your selling objective 
roLrre OmMmpead 

ncoin 5 . Pad 
4618 AGO 


ADVERTISING 
MEN 


Daily rates 
from $2.50 single, $4 double. 


HOTEL VICTORIA 


7th Avenue—5Ist Street 


NEW YORK 


When making reservations, mention 
ADVERTISING AGE’ 


IF You WANT 
GooD PHotostaTs, { 
Qvick, CALL RAPID! 


COPY SERVICE CO. 


W HY route one 
dummy to three 
printers, waiting for bids, 
when three Rapid ‘stats 
will cut the wait by two- 
thirds? 


e SIX BRANCHES - 
NEW YORK 


415 Lexi oe ee « 444 Madi 
VAnderbiit 3-3680 °°" 


. 
CLEVELAND 
Union Trust Bldg. 
Main 9 
.-% 
CHICAGO 
Dearborn .. . 228 No. La Salle 


110 So. 
5 360 No. Michigan Ave. 


rf} 
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Earnings of 
Advertisers 


Easy Washing Machine Corpora- 
tion reports net income of $117,010 
in the first six months of 1935, com- 
pared with $4,295 in the first six 
months of 1934. 

vvy 

Life Savers Corporation’s net in- 
come for the six months to June 30 
amounted to $414,922, against $394,- 
576 in the corresponding period last 
year. 


. 2. 

Net loss of $10,309,417 is reported 
by Chicago, Milwaukee, St. Paul & 
Pacific Railroad Company in the 
first half of 1935, compared with net 
loss of $8,734,700 in the like 1934 
period. 


7 = 2 

Profits of Sears, Roebuck & Co. for 
the 24 weeks ended July 16 totaled 
$9,071,071, after all charges but be- 
fore federal income taxes. This com- 
pares with a profit of $6,808,189 on 
the same basis in the like 1934 
period, a profit of $1,619,811 in the 
like week of 1933, and a net loss of 
$2,120,019 in the corresponding 
weeks of 1932. 

This gain of 33.2 per cent in profits 
over a year ago contrasts with a 
sales gain of 26.7 per cent. The gross 
for the period was $178,122,304, 
against $140,639,500 a year ago and 
$108,990,590 two years ago. Gen. 
R. E. Wood, president, declared that 
all three divisions, mail order, retail 
and factory, showed a profit. “Gen- 


erally speaking,” he said, “the West, |’ 


South and Pacific Coast have shown 
better results than the industrial 
East, reflecting the improved situa- 
tion of the farmer.” 

vvwy 

Montgomery Ward & Co. report the 
largest July sales in its history, rep- 
resenting an increase of 27.71 per 
cent over a year ago. June sales 
were 23.6 per cent ahead of June, 
1934. Sales aggregated $20,293,175 
last month, against $15,890,560 in 
July, 1934, and $19,808,343 in July, 
1929. 

The July figure brought sales for 
the last six months to $133,289,039, 
a gain of 20.41 per cent over the 
corresponding 1934 period, when the 
figure was $110,697,908. 

vvy 

Net operating income of American 
Telephone and Telegraph Company 
in the first six: months of 1935 
amounted to $7,169,658 compared 
with $7,796,089 in. the first half of 
1934. Gross income for the same 
periods was $45,911,657 against $45,- 
739,069. June net operating income 
totaled $844,209 against $638,120 a 
year earlier, and gross was $7,418,- 
589 against $6,907,106. 

. 9 * 

Federal Motor Truck Company and 
subsidiaries report net profit of $134,- 
418, after charges, depreciation, etc., 
but before federal taxes, for the six 
months to June 30, compared with 
net profit of $37,097 after charges 
and federal taxes for the same period 
last year. The increase in net profit 
was the result of a substantial in- 
crease in sales. 

vvy 

Net profit of Sweets Company of 
America for the six months to June 
30 was $34,022, after depreciation but 
before reserve for federal income 
tax. 

vvwy 

Purity Bakeries Corporation had 
consolidated net income of $249,259 
after all charges for the 28 weeks 
ended July 13, compared with a 
profit of $137,643 in the correspond- 
ing period of 1934. Consolidated net 
profit totaled $69,795 in the 12 weeks 
ended July 13, against $64,214 in the 
like 12 weeks last year. 

vvy 

Walgreen Company reports July 
sales of $4,732,966 against $4,440,282 
in July, 1934, an increase of 6.6 per 
cent. Sales for the first seven months 
of 1935 totaled $33,030,703 as com- 
pared with $30,466,831 in the first 
seven months of 1934, a gain of 8.4 
per cent. 

vw 

Greyhound Corporation in the six 

months to June 30 earned net income 


ALMOST TOO GOOD 


One of those queer coincidences 
occurred last week when these two 
advertisements in the "Chicago 
American" fit together so well that 
the legs in the hosiery ad appear 
to belong to the girl in the coat 
advertisement 


of $1,434,610, including its equity in 
earnings of affiliated companies, com- 
pared with net income of $717,049 in 
the like 1934 period. Affiliated bus 
companies of the Greyhound Cor- 
poration for the six months ended 
June 30 had net profit of $2,578,418 
from operations against $1,744,314 in 
the like 1934 period. 
vgy¥$esgy 

Net profits of Beech-Nut Packing 
Company for the six months to June 
30 amounted to $984,135, before taxes, 
as compared with $841,630 for the 
like period in 1934. 

> 3 F 

The Superheater Company (of 
Delaware) and its Canadian affiliate 
report net income of $389,131 for the 
six months to June 30, compared 
with $303,102 in the first half of 1934. 

Se FF & 

Phillips-Jones Corporation and sub- 
sidiaries report for the six months 
ended June 30 net profit of $50,086, 
after depreciation, interest and all 
other charges. This compares with 
net profit of $65,843 for the like 1934 
period. 

, =F F 

Net profit of Timken Roller Bear- 
ing Company for the first half of 
1935, after charges, was $4,522,278, 
against net earnings of $2,576,293 for 
the similar period of 1934. 


Mack Trucks, Ine. report for the 
quarter ended June 30, net loss of 
$132,015 after ordinary taxes, de- 
preciation, etc. This compares with 
net loss of $187,018 in the preceding 
quarter, and profit before federal 
taxes of $210,627 in the June quarter 
of 1934. For the six months ended 
June 30, net loss was $319,033, com- 
paring with profit of $180,980 before 
federal taxes in the first half of 1934. 

vvwegy 

July sales of $10,307,383 are re- 
ported by McKesson and Robbins, 
Inc., an increase of 20.5 per cent over 
the $8,555,829 sales in the correspond- 
ing month of 1934, In the first seven 
months of 1935 sales of $73,599,106 
were 3.4 per cent above volume of 
the same 1934 period. 

vvy 

Atlantic Refining Company and 
subsidiaries shows net profit of 
$255,379 for the half year ended 
June 30, after depreciation, deple- 
tion, intangible development costs, 
interest and other charges including 
a loss of $355,651 on foreign ex- 
change. For the first half of 1934, 
the company reported consolidated 
net loss of $1,477,420. 


vvy 

Net income of $5,420,615 is re- 
ported for the second quarter of 1935 
by International Nickel Company of 
Canada, Ltd., compared with net of 
$4,963,366 in the like 1934 period. 

vvwgy 

Standard Oil Company of Indiana 
in the first semi-annual report ever 
issued, reports net income of $13,- 
191,166 for the six months ended 
June 30. No comparison is avail- 
able. If certain changes in account- 


ing practices had not been made, the 
company stated, net income would 
have been $10,893,538 in the first six 
months of 1935. 
Fv 

Operations of Bigelow-Sanford Car- 
pet Company, Inc., for the first six 
months of 1935 resulted in net loss 
of $320,582 after charging off depre- 
ciation of $383,096. Net sales of 
$9,492,945 showed an increase over 
the first six months of 1934 of 
$2,552,499, or 36.8 per cent. 


vvyv 
Real Silk Hosiery Mills, Inc., and 
subsidiary companies show for the 
six months ended June 30 a profit 
from operations of $110,284, as com- 
pared with a loss of $413,459 for the 
like 1934 period. 
vvy 
Net income of $408,085 was earned 
by Julius Kayser & Co. for the year 
ended June 30, as compared with 
$186,423 in the previous year. 
vvyv 
Bulova Watch Company reports 
consolidated net income for the year 
ended March 31 of $387,989, against 
a loss of $311,100 in the previous 
year. 
vvy 
Graham-Paige Motors Corporation 
had net loss of $311,224 for the sec- 
ond quarter of 1935, based on report 
for the first six months of the year 
showing net loss of $190,827. In the 
first quarter of 1935, the company 
had net income of $120,397. Net in- 
come of $4,863 was earned in the 
second quarter of 1934. In the first 
six months of 1934 net income was 
$20,005. 
vvy 
Net loss of $1,068,996 for the first 
quarter of 1935, compared with a loss 
of $1,218,543 for the like 1934 period, 
on a comparative basis, is reported 
by International Paper and Power 
Company and subsidiaries. The com- 
pany now excludes’ International 
Hydro-Electric System and its sub- 
sidiaries from its consolidated re- 
turns. 
vvy 
B. F. Goodrich Company and sub- 
sidiaries report for the six months to 
June 30 a profit from operations of 
$2,902,977 before adding profits from 
purchase of company’s bonds and 
sale of securities of $222,769, and 
before deducting interest of $1,272,- 
706 and provision for federal income 
tax of $300,000. Operating profit in 
the first half of 1934 was $2,502,447. 
After adding the profit on securities 
and deducting all charges, net profit 
in the first half of 1985 was $1,533,- 
040, against $1,486,956 in the cor- 
responding period of 1934. 
7 V7 
Sales in the first half of 1935 were 
$59,161,319 against $52,363,157 in the 
same period of 1934. The Hood Rub- 
ber Company, Inc., which was ac- 
quired by Goodrich several years ago 
and then turned back to its own 
stockholders, again became a Good- 
rich subsidiary on June 13, 1935. 
7 F F 
Munsingwear, Inc., and subsidiary 
companies report consolidated net 
income of $5,607 after all charges, 
for the six months ended June 30, 
against net loss of $72,200 for the 
like 1934 period. 
>. 2 
U. S. Printing and Lithograph 
shows for the six months to June 30 
net profit of $100,283 after interest, 
depreciation and taxes, compared 
with $82,297 in the first six months 
of 1934. 
vvyv 
The American Laundry Machinery 
Company reports a net loss of $149,- 
117 for the six months ended June 30, 
compared with net loss of $299,488 
in the like period of 1934. 
vvyv 
Boeing Airplane Company and sub- 
sidiaries report net loss of $224,558 
in the June quarter, compared with 
a net loss of $213,262 in the preced- 
ing quarter of 1935. Unfilled orders 
on June 30 were valued at $2,084,918. 
vvy 
G. Heileman Brewing Company 
earned net income of $127,359 after 
all charges, including $90,507 of de- 
preciation, in the first six months of 
1935, compared with $83,140 in the 
first six months of 1934. 
vvy 
Briggs Mfg. Company earned more 
in the first six months of 1935 than 


in any full year since 1926, The com- 


pany reports net income of $3,298,317 
for the three months ended June 30, 
and $3,247,141 for the first three 
months of 1935, a total of $6,545,458. 
In the full year 1934, net income of 
$5,121,625 was shown; net income of 
$8,178,513 was earned in 1926. 
vvy 

Berghoff Brewing Corporation had 
net profit for the first six months of 
$60,587 after all charges, including 
$59,411 for depreciation. 

vvy 

Electric Auto-Lite Company re- 
ports $648,993 consolidated net in- 
come for the three months ended 
June 30, bringing net income for the 
first half of 1935 to $1,342,669. In 
the second 1934 quarters the company 
earned consolidated net income of 
$352,626, and in the first half of 1934 
profit of $727,448 was reported before 
federal taxes. 

vvy 

Eastman Kodak Company earned a 
net of $7,048,951 for 24 weeks ended 
June 15. This compares with a net 
of $6,745,676 for the corresponding 
1934 period. 

vvyv 

Sales of $78,828,358 were made by 
Goodyear Tire & Rubber Company in 
the first half of 1935, against sales of 
$70,808,502 in the first half of 1934, 
a gain of 11.3 per cent. The company 
reports a decline in profits, after all 
charges, from $2,617,797 in the first 
half of 1934 to $2,404,778 in the first 
half of 1935. 

The reduction in profits has been 
attributed to severe cut price com- 
petition in the tire industry since 
the first of the year. 

vvy 

United States Rubber Company, for 
the six months to June 30, shows 
net profit of $658,580, after interest, 
depreciation, federal taxes, etc., as 
against $26,588 in the first half of 
1934. Sales for the first half of 1935 
totaled $57,722,837 against $52,495,- 
858 in the first half of 1934. 


BAKERS SPEND 


$16,555,000 
each year for trucks and 


$10,090,000 
for tires! 


These figures are from the survey 
“Motor Trucks in the Baking In- 
dustry” just completed. In this 
survey the huge market for trucks 
and delivery ~ eaamneen among 
bakers is analyzed. 

If your products can 
large users of trucks, 


be_ sold to 
bakers de- 
serve a big share of your sales 
efforts. BAKERS’ HELPER 
reaches those bakers who control 
the bulk of the production of the 
industry. Among them are your 
choice customers and prospects. 
Write for a copy of our new survey, 
“Motor Trucks in the Baking In- 
dustry.” 


Bakers’ Helper 


The Magazine of Baker 
Practice & Menesoment’ 
ry the service of bakers 
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Information 


for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 798. Mass Plan Advertising 
Sells More at Less Cost. 


Advertising Distributors of Amer- 
ica have published a new booklet 
dealing with markets, cost and ad- 
vantages of Mass Plan direct-to-the- 
home advertising. Coverage is 
classified according to states, cities 
and towns, with figures giving the 
number of advertising pieces and the 
cost, as well as a description of the 
three services: front door service; 
ring, wait and leave; and ring and 
wait, available through Advertising 
Distributors of America. 


No. 799. When a Whim About a 
Sleeve Stops the Presses, That's 
News. 

On such trifles as a whim about a 
sleeve rest the fortunes of industries. 
In this attractively designed booklet 
issued by New York Times, the im- 
portance of news from fashion cen- 
ters and the style service offered by 
the Times’ fashion department are 
interestingly presented. 


No. 800. Show Win-do Display Serv- 
ice. 


Designing of window displays, 
booking locations and many other 
phases of point of sale advertising 
service are presented in an informa- 
tive booklet produced by Show Win- 
do Display Service. 


No. 801. Market Facts About the 
Spokane Country and the Pacific 
Northwest. 


“Just what information would you 
like to have in a market facts 
book?” The answer to this question, 
from 177 leading sales and advertis- 
ing executives, form the basis of this 
booklet published by The Spokesman- 
Review and Spokane Chronicle, 
which covers in detail, an analysis 
of market facts about Spokane and 
the Pacific Northwest. 


No. 766. 
Profit. 


Since the “Advertising Guide” was 
first published by The Literary Di- 
gest, more than 3,000,000 copies have 
been issued to consumers. The guide 
briefly describes each product adver- 
tised in The Literary Digest. How 
the guide builds profits, long after 
the original advertisement appears, 
is told in this booklet. 


Guiding You to Greater 


No. 775. 
People. 


Country weekly newspapers, reach- 
ing 3,364 communities or a market 
of 12,000,000 people, are listed by sec- 
tional groups in Western Newspaper 
Union’s new market book. Striking 
figures show the importance of small 
towns and rural communities in ad- 
vertising and sales plans. 


A Market of 12 Million 


No. 736. When Sissy Was a Battle 

Ory. 

The novel, “Little Lord Fauntle- 
roy,” appearing first in a magazine 
led to widespread purchases of lace 
collars and velvet suits for boys a 
generation ago, recalls this Cosmo- 
politan booklet, another installment 
of that magazine’s sales story of the 
relation of effective advertising to 
the emotional power of great fiction. 


No. 721. Poster Advertising. 


A new schedule of markets, cities 
and towns in which Foster & Kleiser 
Company delivers poster advertising 
service, showing population, coverage 
requirements, circulation, prices and 
terms. 


779. $92,000,000. 


This booklet in color, issued by the 
Chicago Tribune, is an analysis of 
department store advertising in Chi- 
cago, showing the media used by 
each prominent store from 1924 
through 1934. 


Mennen Returns Skin 
Balm to Market 


The Mennen Company has an- 
nounced that orders for Skin Balm, 
off the market since October, 1934, 
are again being filled. During 1934, 
without any change in formula, ma- 
terials, or manufacturing process, 
trouble began to develop with occa- 
sional tubes, and the product was 
withdrawn from the market to pre- 
vent loss of customer good will. 

Since that time, chemists have 
worked steadily on the problem, 
finally reaching a solution. During 
the past year letters have been re- 
ceived from thousands of consumers 
asking that Skin Balm be returned 
to the market, according to the com- 
pany. 


Conlon Corp. Appoints 

The Conlon Corporation, Chicago, 
has appointed Robert Frankston vice- 
president in charge of sales. Mr. 
Frankston was formerly general 
sales manager of the Boss Washing 
Machine Company, Cincinnati. 


Saraka Coupon 
Plan Features 
Dime Refunds 


Bloomfield, N. J., Aug. 22.—As a 
feature of a new nation-wide cam- 
paign on its laxative product, Saraka, 
the Schering Corporation will utilize 
a novel merchandising idea built 
around a coupon designed to appeal 
to every woman’s “bargain instinct.” 

The coupon, which will be incor- 
porated into all advertisements of 
the series, requests readers to send 
ten cents for a trial size tin of the 
product with the understanding that 
the dime will be refunded when the 
reader buys his first regular size 
package. 

Schering Corporation plans to pay 
retail druggists 15 cents for each ten- 
cent coupon which it receives. Dis- 
tributors are making every effort to 


prevent the possibility of price-cut- 
ting. 

The campaign, which breaks in 
September, is directed to 20 million 
readers of 12 publications. The Chi- 
cago, Sunday Tribune and the New 
York Times Magazine will be used, 
in addition to American Magazine, 
Collier’s, Cosmopolitan, Good House- 
keeping, Ladies’ Home Journal, Lit- 
erary Digest, Saturday Evening Post, 
This Week, Time, and Woman's 
Home Companion. 

The advertising has been prepared 
and placed by E. Hammer Schering, 
advertising manager. 


Bromberg Agency Grows; 
Two Added to Staff 


The Bromberg Advertising Agency, 
Brooklyn, N. Y., will occupy greatly 
enlarged space at its present address, 
90 Livington St., Sept. 3. 

At that time Morton Elson will 
join the art department, and Arthur 
Slutsky will be added to the copy 
staff of the agency. 


Fall Prospects for 
Private Schools Bright 


Completing an annual survey of 
140 private schools throughout the 
United States, N. W. Ayer & Son, 
Inc., has reported that prospects for 
enrollments are 57 per cent better 
than at the same time last year. 
Thirty-seven per cent of private 
schools expect full enrollments, com- 
pared with 23 per cent which had a 
similar expectancy last year. The 
demand for catalogs resulting from 
school advertising and advance en- 
rollment for September openings are 
well in advance of last year’s totals. 

The private schools of the country 
normally enroll nearly 800,000 pupils, 
whose parents make tuition pay- 
ments totaling millions of dollars. 


Now Robeson & Co. 


Robeson & Co. is the new name of 
the Pittsburgh agency formerly 
known as the Sayre-Robeson Com- 
pany. David E. Robeson is president 
of the firm. Offices are in the Farm- 
ers Bank Bldg. 
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SALES: APPEAL. 


WINDOW STRIPS ] 


EXING 


production of every gradation of tone. 
detail of illustration. . 


Please address requests to Sales Dept. F 


For 


INTERNATIONAL PAPER COMPANY 
990 East 42nd Street, New York, N.Y. 
Branch Sales Offices: ATLANTA * BOSTON ¢ CHICAGO ¢ CLEVELAND «¢ PHILADELPHIA © PITTSBURGH 


PFA LIN FM st 


TO 


REPROD 


ERNATIONAL 


Try LEXINGTON OFFSET for your next lithographic job. 
You'll like its clear white color which permits the re- 


. every minute 


.and gives powerful contrast in 
black andwhite and proper blending of colors. Surface- 
sized, free from lint and stretch, and trimmed square— 
it affords faithful reproduction in close register printing. 


LEXINGTON OFFSET is a plus-value paper in per- 
formance and economy. Available in standard sizes and 
weights in plain and fancy finishes, white and India tint. 


Send for your copy of the new LEXINGTON OFFSET 
Sample Book which illustrates the qualities of this 
paper in offset, duotone, line and flat color, multi- 
color work and type. 
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vvvvvvvvvvvv, 


NO ...aman didn’t 


bite a dog at 4th and 
Hennepin, but there is 


news in Minneapolis! 


Let’s 


and 
find 
out 
what 
it’s 
all 


about 


SPARKLING with new features 
.. shining with news and twinkling 
with breezy sports pages, The Min- 
neapolis Star is going places in 
Minneapolis. An “‘all-class’’ news- 
paper, 56 per cent of its total circu- 
lation is home delivered in Minne- 
apolis...the largest percentage of 
any Minneapolis newspaper. 


A HEADLINER 


In 7 of the 13 Minneapolis wards, 
The Star leads the evening field in 
home delivered circulation! The 
Star shines tonight in Minneapolis 
and is getting brighter every day. 
Ask Guy S. Osborn, Scolaro and 
Meeker, Inc., about it. Offices in 
Chicago, Detroit, New York and St. 
Louis. 


Hitch Your Wagon to THE 


MINNEAPOLIS 


STAR * 


(Affiliated ownership with The Des Moines 
Register and Tribune) 


Ay Ae tem ten ten tr, tr, tr, hr tr, te, te, 
AMEE EDEL IDLE IEG IE 


Getting Personal 


Bill Metzger, Royal portable manager, is sprouting a goatee and 
shopping black fedoras and Windsor ties. It’s Cunnel Metzger now, 
suh, by Gad! .. 


Well-bred smiles were in evidence at BBDO this week when the 
news came out that Ned Midgley, radio time buyer, had been appointed 
a Kentucky Colonel, Ned being anything but bloodthirsty. He was cited 
by L. B. Wilson, of WCKY, Covington, Ky. . . 


Others may have their Kentucky commissions. Tom Corpe, Buick 
a. & s. p. m., is more than satisfied with his Kentucky belle, the former 
Frances Ridley, of Princeton, Ky., with whom he is honeymooning at 
the Atlantic Beach Club. They were married Aug. 23 at the Little 
Church around the Corner, while friends and a huge delegation from 
Arthur Kudner, Inc., looked on joyfully. . . 


The engagement of Katherine Jane Rowe, of Chicago, a graduate 
of the Ethel Walker School, Simsbury, Conn., and secretary of the 
Chicago Junior League, to Robert French Evans, editor and co-pub- 
lisher of the Evening News, Quincy, Mass., has been announced. . . 


Rudolf R. Freedman, the New York manufacturer of advertising 
displays, was appointed husband to June Kesler, of New York, effec- 
tive Aug. 17... 


Harry Schott, v. p. of National Carbon, Bill Okie, v. p. of J. M. 
Mathes, Inc., and a friend went fishing off Manasquan the other day 
and brought in a fine catch of 39 blues weighing four to nine pounds. 
The entire mess was taken on feathers. . . 


Bill O’Brien, of McCann-Erickson’s outdoor department, has also 
been bothered with calendar trouble recently. He planned a vacation 
for Aug. 1, when he expected to undergo the ordeal of fatherhood. The 
newcomer, Dorothy Ann, making a prompt exhibition of the perversity 
of her sex, did not arrive until the 18th. . . 


“Dutch” Wynkoop, of Power, Annapolis grad and ex-naval officer, 
has assured Saturday Evening Post fiction fans that life in the navy 
is correctly portrayed in the current serial, “Anchor Man.” . . 


R. M. Rowland, sales manager of the eastern division for Chrysler, 
has returned from a fishing trip with a fish story that'll hold ’em for 
a while. It’s about the fish that hooked the fisherman. . . 


Edna Woolman Chase, editor-in-chief of Vogue, has been decorated 
with the Legion of Honor. In private life Mrs. Chase is the wife of 
Richard Newton, of Fourwinds, and the mother of Ilka Chase, the 
actress... 


Humphrey Cobb, author of the record-breaking, “Paths of Glory,” 
and Anne Louise Hubbard, of the Young & Rubicam staff, were mar- 
ried a few days ago. It was an agency romance, the author having 
been connected with the agency’s research department until his book 
was published, where, incidentally, he was not considered good enough 
to write research reports. . . 


Harry Ommerle, Ayer radio executive, is doing nicely at the Ply- 
mouth, Mass., Hospital. He was injured on his vacation, when he 
mingled with a boat propeller. . . 


Bolton Mallory, movie writer and ex-advertising man, was married 
recently to 14-year-old Carlota Lobato, of Acapulco, Mexico, 23 years 
his junior. This bit of news is causing Gotham advertising men to 
take Californians, Inc., copy more seriously than ever. . . 


The ugly truth was revealed in the New York Post last week 
when Arch Winsten, columnist, reported that Dr. John B. Watson, 
J. W. T. v. p. and behaviorist, builds barns in his underwear. . . 


Michael Gore, Hudson agency, has returned from a motor trip 
to Montreal with a broad Canuck accent. Asked if he has been on 
vacation, he answers, “Non, en vacances.” . . 


When Jim Aubrey, of Aubrey, Moore & Wallace, Chicago, Bill 
Martin, advertising manager of Munsingwear, and Charlie Cole, of 
Harrison & Smith, Minneapolis printers, sat down for lunch in Minne- 
apolis the other day they probably set at least two records as a group. 
Each of them has four children, Aubrey four sons, Cole four daugh- 
ters, and Martin three sons and a daughter; and each family has taken 
a motor trip to the far West: the entire Aubrey family to the Pacific 
coast and back in a month this summer, all of the Cole family to a 
ranch near Glacier Park this summer, and a couple of years ago, 
Mrs. Martin and her four children, a three months’ tour to the Coast 
and back. . . 


O. J. Elder, president of Liberty, spent several days in Chicago 
with his family en route to the Pacific coast. Mr. Elder was the guest 
of Charley Shattuck, western manager for the Macfadden Publications 
during his stay. He also grasped the opportunity to congratulate his 
nephew, Joe Linahan, of the Chicago staff of the New York Daily News, 
on his approaching nuptials. . . 


Led by Don Colvin, advertising manager, the soft ball team rep- 
resenting the Hoover Company, played its initial (and final) game 
of the summer against the cocky elevator boys of Willoughby Tower, 
Chicago, and after a terrific struggle emerged victorious 16 to 13. . . 


Phil Henriquez, western advertising manager of the St. Lowis 
Post-Dispatch, caught an 80-pound monster in the Gulf Stream off 
Miami and brought back the pictures to prove it. . . 

Frank Lewis, of Underwood & Underwood, is back in Chicago 
after roughing (?) it for a couple of weeks at Portage Point, Wis. 
Frank was accompanied by his wife, his cook, his dog and his auto- 
mobile. He devoted his personal attention exclusively to the fish- 
a ss 


F. T. Denman, of Kenyon & Eckhardt, Inc., New York, has sailed 
from Quebec for England, where he will mix business and pleasure 
by looking over some of the island’s printeries. Mr. Denman handles 
the advertising of Mergenthaler Linotype Company... 


Since Curt Harrison and Chet Faust moved to New York, the title 
of “best dressed advertising man in Chicago” has been usurped by 
Ray Linton, radio rep. . . 


Governor Curley of Massachusetts has honored William W. (Bill) 
Saxe, of the advertising staff of the Boston Herald, by naming him 
to the Boston Finance Commissioner. Bill has been publicity advisor 
to the governor for some years. . . . Friends of Malcolm Muir, Mc- 
Graw-Hill president, were much disturbed to learn that his son, Mal- 
colm, Jr., Yale student, was seriously hurt in an automobile accident 
on Martha’s Vineyard Island, off Cape Cod. The youth is making 
slow progress toward recovery. . . 


Stamps are the secret passion of George W. Danielson, Providence 
adman. He has an unusually good collection. . . Mason Ancker, of 


Maxon’s Detroit office, is back at his desk after a serious operation. . . 


LAY PLANS FOR 
1935 SHOW OF 
OUTDOOR ART 


Chicago, Aug. 22.—The Sixth An- 
nual Exhibition of Outdoor Adver-. 
tising Art will be held at Marshall 
Field & Co., Chicago, from Oct. 31 
through Nov. 9, Burr L. Robbins, 
chairman, has announced. 

As in the past, a jury will select 
the 100 best posters of the year from 
original paintings entered by ad- 
vertisers, artists, advertising agen- 
cies, or lithographers, and will then 
make awards in each class. The 
designs will be judged on the basis 
of artistic merit, suitability of copy, 
and general effectiveness of layout. 

Entries will close Oct. 2, judging 
will take place Oct. 29, and awards 
will be presented Oct. 31. The en 
tries will be limited to individual 
designs or campaigns reproduced or 
posted either on 24-sheet posters or 
painted bulletins within the period 
of Sept. 1, 1934, to Sept. 1, 1935. 
Entry blanks may be obtained from 
Outdoor Advertising Art Exhibit, 
515 S. Loomis St., Chicago. 

The fifth annual exhibit is just 
completing an extensive tour 
through the United States. 


Prominent Jurors 


Jurors for the 1935 show will be: 
Franklin Bell, advertising manager, 
H. J. Heinz Company; Stanford 
Briggs, McCann-Erickson, Inc.; 
Percy N. Calver, president, Lithog- 
raphers National Association; Mrs. 
O. W. Dynes, general chairman, Chi- 
cago Flower Show; Henry T. Ewald, 
chairman, National Outdoor Adver- 
tising Bureau; 

Marvin Harms, advertising man- 
ager, Premier Pabst Sales Company; 
Edgar Kobak, chairman, Advertis- 


ing Federation of Amertta; Lucien 
P. Locke, advertising counselor; 
Chas. H. McDougall, Batten, Barton, 
Durstine & Osborne, Inc.; Charles 
L. Ostrom, advertising manager, 
Morton Salt Company; E. J. Poag, 
advertising director, Dodge Broth- 
ers Corporation; Harlow P. Roberts, 
advertising manager, The Pepsodent 
Company; 

Raymond Rubicam, chairman of 
the board, American Association of 
Advertising Agencies; G. R. Schaef- 
fer, advertising director, Marshall 
Field & Co.; Mark Seelen, western 
art director, Outdoor Advertising, 
Inc.; Capt. H. Ledyard Towle, direc- 
tor of creative design, Pittsburgh 
Plate Glass Company; E. H. Turner, 
D’Arcy Advertising Company; and 
H. L. Webster, advertising manager, 
Wm. Wrigley, Jr., Company. 


— 


Approve Council Plan 
for New England Ads 


Five New England states have 
formally approved the New England 
Council’s plan and budget for the 
proposed all-New England recrea- 
tional advertising campaign, to be 
financed by public appropriations. 
The states are New Hampshire, Ver- 
mont, Massachusetts, Rhode Island 
and Connecticut. Formal approval 
by the remaining state is expected. 

The Council’s 1935 advertising 
campaign produced a total of more 
than 23,000 inquiries from _ pros- 
pective visitors to New England, up 
to Aug. 1. Last year’s total for the 
season was approximately 21,000. 


Wurlitzer Appoints Hall 


The Rudolph Wurlitzer Company, 
Cincinnati, has named Neal Taylor 
Hall assistant advertising manager. 
Mr. Hall was formerly account execu- 
tive of the Burns-Hall Advertising 
Agency, Milwaukee. 


Publish Cemetery Catalog 


Prettyman Publishing Company, 520 
N. Michigan Ave., Chicago, publish- 
er of The American Cemetery, is 
preparing the first edition of the 
Composite Catalog for Cemeteries, 
which will be issued annually. 
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QUINTS’ CORN 
SYRUP BATTLE 
STARTS AGAIN 


Canada Starch Company Sues 
Competitor and Agency 


Toronto, Aug. 22.—Seeking an in- 
terim injunction against exploitation 
by the St. Lawrence Starch Com- 
pany, Fort Credit, Ont., of an ad- 
vertising tie-up secured through the 
guardians of the Dionne quintuplets, 
the Canada Starch Company of Mon- 
treal has brought action in the 
courts here against the Fort Credit 
firm, and McConnell and Ferguson, 
Toronto advertising agency. 

The plaintiff, represented by the 
Hon. N. W. Rowell, K. C., asks un- 
stated damages and an interim in- 
junction to restrain the defendants, 
their agents or representatives from 
further advertising or publishing, 
through the press or by radio, that 
Bee Hive Golden corn syrup, the prod- 
uct of the St. Lawrence Starch Com- 
pany, was used in the first feedings 
of the Dionne quintuplets, or to the 
further effect or implication that the 
use of Bee Hive Golden corn syrup 
in their diet was responsible for or 
greatly contributed to their growth 
and development. Mr. Justice Hen- 
derson has refused to grant an in- 
terim injunction and has ordered 
the case to trial. 

Counsel for the Canada Starch 
Company asserted that Crown Brand 
syrup made by Canada Starch, was 
purchased by Oliva Dionne, and that 
it was this syrup which was used in 
the first feeding of his daughters. 
Mr. Rowell contended that the pres- 
ent advertising campaign of the St. 
Lawrence Starch Company was 
“leading every mother, especially in 
Quebec, to use Bee Hive Golden.” 
He said this was having a very seri- 
ous effect on sales of the Canada 
Starch Company. 

The plaintiff's attorney claimed 
the defendant’s advertising implied 
that its syrup was still being used 
in the youngsters’ diet whereas no 
syrup has been used since the early 
feedings. 


Introduce Affidavits 


Affidavits showed that the quintup- 
lets were fed on water and rum from 
a dropper for 24 hours after their 
birth and, for the ensuing 48 hours, 
were given a mixture of cow’s milk 
and corn syrup and, from the fourth 
day, mothers’ milk, until a later date 
when their diet was changed. Mr. 
Rowell claimed the present advertis- 
ing conveyed the impression that 
“the quintuplets are happy and 
prosperous by the continued use of 
corn syrup.” 

It was recalled that the action 
was inaugurated in Montreal, with 
the St. Lawrence Starch Company 
disputing jurisdiction. An appeal 
was at once entered by the defend- 
ants. This involved delay for the 
Canada Starch Company, with dam- 
age meanwhile allegedly continuing 
to the latter’s sales. To bring the 
matter to an issue, the Quebec liti- 
gation was withdrawn and an action 
instituted in Ontario. 

Mr. Rowell read an affidavit of 
G. F. Benson, president of Canada 
Starch, who stated that Alma 
Dionne, sister of Oliva, and Mrs. 
Mary Jane Lebel, midwife, said 
Crown Brand was used the second 
and third days after the birth of the 
quints. No corn syrup was used 
after June, 1934. 

Mary Alice Gauthier, nurse, said 
she saw a tin of Bee Hive in the 
house and believed this was used. 
J. W. Pickup, K. C., attorney for 
the defense, declared that a sales- 
man of the St. Lawrence Starch 
Company, investigating the matter, 
had been shown a tin of Bee Hive 
as that used for the quints. Mr. Jus- 
tice Henderson asked if there was 
an affidavit from Dr. Dafoe. Mr. 
Rowell said there was not. Dr. Da- 
foe did not know what brand was 
used and had said he “was too busy 
with other things.” 


Begin Drive for Cheese 
Advertising Funds 


Wisconsin Cheese Makers Public- 
ity Association will launch an in- 
tensive eight weeks’ membership 
drive Sept. 15 to enroll cheesemakers 
and cheese producing farmers in a 
cooperative advertising campaign. 
Subscriptions of one per cent of the 
gross income from cheese, averag- 
ing approximately $30 for cheese- 
makers and $10 for farmers will be 
sought to furnish an annual fund of 
$200,000 for advertising. 

More than $12,000 of the organiz- 
ing fund has now been subscribed 
to by six county bank groups in 
the state. The campaign will be 
handled by Klau-Van Pietersom- 
Dunlap Associates, Milwaukee. 


Edgar S. Nash Dies 


Edgar Smiley Nash, engraving 
company executive and former asso- 
ciate editor of Saturday Evening 
Post, died Aug. 17 at Beach Haven, 
N. J., following a heart attack. Mr. 
Nash, who was 63, had served as art 
editor of Leslie’s Magazne, and as a 
member of the editorial staff of 
Philadelphia Record. At the time of 
his death he was associated with the 
— Engraving Company, Philadel- 
phia. 


BUREAU REPORTS 
MARKET SURVEY 
OF MAINE CITY 


Washington, D. C., Aug. 20.—Strik- 
ing similarity exists between durable 
goods consumption by families of 
designated income classes in Port- 
land, Me., and previous data gathered 
from Fargo, N. D., Claudius T. Mur- 
chison, director of the Bureau of For- 
eign and Domestic Commerce, has 
stated, in announcing completion of 
the Portland study on “Consumer 
Use of Selected Goods and Services, 
by Income Classes.” 

Although far apart geographically, 
Portland and Fargo are identical in 
that the largest income class—com- 
prised of families with annual in- 
comes of between $1,000 and $1,500 
—ranks above any one of the five 
higher income groups in the number 
of homes equipped with heating sys- 
tems, installed bathing facilities, gas 


for cooking and electricity for light- 
ing. In each city, it was found, coal 
is used for house heating purposes 
by more than four-fifths of the total 
family population and oil by a frac- 
tion less than 12 per cent. 


All Have Automobiles 


It was discovered that families who 
reported incomes of less than $1,500 
are the purchasers of almost half of 
all automobiles used in Portland. 
The influence of income on automo- 
bile consumption is clearly shown by 
the steady increase in the ratio of 
automobiles to families, that is no- 
ticeable throughout the range of in- 
comes from the lowest to the highest. 

The study was made by the Mar- 
keting Research and Service Division 
for use by manufacturers, wholesal- 
ers and retailers. How the informa- 
tion can be applied in sales planning, 
advertising and for other purposes 
forms a part of a section of the 
study. 

Commodities included are building 
materials, house heating apparatus, 
fuel for heating and cooking, light- 
ing facilities, plumbing installations, 
refrigerators, and automobiles. 

“The publication,” Mr. Murchison 
said, “constitutes an authentic re- 


port on consumption of these com- 
modities by a given percentage of 
families within designated income 
ranges and presents direct evidence 
of income dfferences that have an im- 
portant influence on consumer pur- 
chases.” 


Joseph Schewe Heads 
Advertising Affiliation 


Joseph Schewe, advertising man- 
ager of B. K. Elliott Company, 
Pittsburgh, has been elected presi- 
dent of the Advertising Affiliation, 
composed of advertising clubs from 
Pittsburgh to Toronto, to fill the un- 
expired term of Robert Heywang, 
Buffalo, who died shortly after his 
election to the office. 

Mr. Schewe was president of the 
Pittsburgh Advertising Club when it 
was host to the Affiliation conven- 
tion in that city last May. 


Names Representative 


United States Live Stock News, 
Omaha, has appointed Frank Show- 
ers, Indianapolis, as advertising rep- 
resentative for Indiana, Ohio and 
Kentucky. Carl A. Schulenburg will 
handle representation in St. Louis 
territory. Advertising offices of the 
News are maintained at Kansas City. 
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PARTICIPATING PROGRAMS 
FROM WHICH TO CHOOSE 


A complete folder, like the sample illustrated here— 
has been prepared for each of KNX’s participating 
programs. You hear the program—you hear how 
the commercials are given—you see bonafide case 
histories of present sponsors—you get up-to-date cov- 


erage data—mail breakdowns—costs. »« « 
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BEFORE YOU BUY 

Each of the KNX participating Programs 

has a personali 

Devi ihen adket the ont hat bea ete 
product. 


1.. “Sharplesville” (7 to 8 a. m. 
sag | except Sunday) conducted 
by Bill Sharples—the grocers’ 
friend. On KNX for past 8 years. 
2. “Eddie Albright’s 10 o’clock 
Family” (10 to 10:30 a. m. daily 
encopt Sunday) an intimate 
KNX program featured for past 


3. “Fletcher Wiley’s Housewives 
Protective League” (11 to 11:30 
a.m. and 3:30 to 4 p. m. daily 
except Saturday and Sunday) 
De-bunking false advertising 
claims, rackets, and assists house- 
wives in determining true value. 
4. “KNX Dude Ranch” (9:30 to 
10 p. m. daily except Friday and 
Saturday) featuring Loyal Under- 

and the famous Arizona 


5. “KNX Barn Dance” (8 to 10 
p. m. Saturday nite) 
entire KNX Orchestra an 
Talent Staff. 
playing before 1,500 people. 


Records of ALL these 
offices of John Blair & Co., our National 
Representatives. Phone to hear them! 


its own. Hear 


featurin: 
Audience show 


ms are at the 


THE 50,000 WATT “VOICE OF HOLLYWOOD”’ 


National Representative 
JOHN BLAIR & COMPANY...NEW YORK...CHICAGO ... DETROIT...SAN FRANCISCO 
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PATMAN ATTACKS 
CHAIN STORES IN 
CHICAGO SPEECH 


(Continued from Page 1, Col. 3) 
bonus question becomes a past issue. 
He predicted that the bonus question 
would be disposed of next January. 

The Congressman said that he was 
“unalterably opposed to the domina- 
tion of large chain store organiza- 
tions.” 


Reviews His Bill 


Now pending before the judiciary 
committee in the House, Rep. Pat- 
man pointed out, is H. R. 8442, which 
would make it “unlawful for any 
person engaged in commerce to dis- 
criminate in price or terms of sale 
between purchasers of commodities 
of like grade and quality.” It also 
ainis to prohibit the payment of 
brokerage under certain conditions, 
to suppress pseudo-advertising allow- 
ances, to provide a presumptive 
measure of damages in certain cases, 
and to protect the independent mer- 
chant, the public whom he serves, 
and the manufacturer from whom he 
buys, from exploitation by unfair 
competitors. 

A similar bill has been introduced 
by Senator Robinson in the Senate 
and is pending before the judiciary 
committee of that body. A sub-com- 
mittee has been appointed to study 
the bill in connection with hearings 
that have already been conducted. 

Backers of the bill are hoping that 
the sub-committee will have its rec- 
ommendation ready Jan. 3, 1936, 
when Congress meets and that soon 
thereafter a satisfactory bill will be 
enacted into law, he said. 

Rep. Patman reviewed the findings 
to date of the congressional commit- 
tee, of which he is chairman, which 
has been investigating the American 
Retail Federation. 

This federation the speaker de- 
scribed as a “super-lobby in Wash- 
ington headed by C. O. Sherrill, the 
hired hand of A. H. Morrill, presi- 


dent of the Kroger Grocery & Bak- 
ing Company, of ‘corn-stalk brigade’ 
fame.” 

Has a Hard Time 


The investigation has disclosed, he 
said, that independent merchants 
face a grave threat to their exist- 
ence; that during 1933, 44 per cent 
of the food and grocery business 
was done by chain stores for cash. 

The other 56 per cent of the busi- 
ness was done by voluntaries, such 
as the Piggly-Wiggly and other con- 
cerns that are cooperating in mak- 
ing their purchases, and independent 
merchants, Rep. Patman reported. 
The independent merchants in 1933 
handled only 18 per cent of the cash 
business in the food and grocery 
line, he said. 

“Therefore,” he said, “the inde- 
pendent merchant is not only hav- 
ing to compete with the chain store 
competitor, who is getting secret re- 
bates, special discounts, special com- 
missions, and even bonuses, but he 
has to sell his goods on credit and 
run a risk of getting his money, or 
not be privileged to do business at 
all. 

“The chain stores can sell their 
goods at the same prices that the 
independent merchant pays for his 
goods of the same kind and quality 
and make enormous profits and pay 
enormous salaries. Some manufac- 
turers sell to the chain at such a low 
price, which is below cost, that they 
must make the independents pay & 
higher price in order to make up for 
the loss.” 

Chain stores and mail order 
houses should not be given special 
privileges, secret rebates and other 
benefits by manufacturers and 
wholesalers that are not given in- 
dependent retailers, he asserted. 


Accuses Newspapers 


This “special interest” group has 
tremendous powers through which 
they can disseminate false and mis- 
leading propaganda through news- 
papers, radio, screen, stage, and all 
other mediums of communication, 
Rep. Patman charged. 

The enormous advertising bills 
that the chain stores pay, he as- 
serted, will certainly cause all news- 
papers “to be absolutely fair with 
them and in some cases it is well 


year. 


READ YOUR OWN 


Read your own copy of ADVERTISING AGE 
and be sure of having the latest information 
on all advertising developments all over the 
country while the news is hot. 


No Other Service like it. 
$1 a year—Fifty-two issues! 


Use the coupon! 


Advertising Age, 100 E. Ohio St., Chicago. 


I enclose $1 (cash, check or money-order) for which 
send me the National Newspaper of Advertising for one 


STANDS ON OWN 


W. Frank McClure, former vice- 
resident of Carroll Dean Murphy, 
~~. Chicago, who has opened his 
own agency following consolida- 
tion of the Murphy organization 
with Erwin, Wasey & Co. 


known it influences the opinions of 
editorial writers.” 

Speaking against what he termed 
a “short-sighted” policy, he stated 
that “many managers of newspapers 
yield to the influence of large de- 
partment stores and the chain store 
organizations because of the tremen- 
dous amounts paid to them for ad- 
vertising. Very little has been seen 
in many newspapers about our in- 
vestigation, although startling and 
astounding facts have been disclosed 
for the first time. These newspaper 
managers are overlooking the fact 
that when the chain stores get con- 
trol they will quit advertising in the 
newspapers.” 

Rep. Patman said his committee 
found that one large food and gro- 
cery chain store concern made enor- 
mous profits in the cities and towns 
where “it succeeded in destroying 
business of competitors, and where 
it could set its own prices. 


Cites Big Losses 


“But in the towns and cities where 
they were pioneering, so to speak, 
where they were cutting prices and 
destroying business while the inde- 
pendents were still struggling and 
grabbing at straws for their lives, 
this concern lost a great deal of 
money.” 

In Cincinnati, he said, over a pe- 
riod of five years, from 1924 to 1928, 
the concern had an annual average 
investment of $969,000, but lost $1,- 
045,898, thus losing more than its 
capital investment. 

The same concern had an average 


annual investment of $813,250 in Los 


Angeles, during the 1930-33 period, 
and lost a total of $862,918, he stated. 
In Dallas, Tex., its average annual 


investment for 1926-27 was $508,500, 
but it lost $554,396. 


It is well known, Rep. Patman 
averred, that in cities and towns 
where this same concern has “de- 
stroyed” competitors, it is making 
as much as 125 per cent each year 
on its average investment. He said 
he expects to be able to produce fig- 
ures to support this claim. 

“This should be convincing to the 
consumers that as soon as the large 
chains get control the sky will be 
the limit so far as prices are con- 
cerned,” he asserted. 


Gardner-Rothschild 


Is New Agency Name 


The New York agency formerly 


Co., 
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known as Harrison, Gardner & Roths- 
child, Inc., 71 W. 45th St., will be 
continued by Alvin Gardner and 
Charles L. Rothschild as Gardner- 
Rothschild, Ine. 

Lester Harrison, formerly a part- 
ner, withdrew recently to establish 
his own agency. Accounts are about 
evenly divided between the two or- 
ganizations. 


Don Davis Moves 


Don Davis, Chicago copywriter, 
has joined Henri, Hurst & McDon- 
ald, Inc. He has served a number 
of Chicago agencies, including 
Charles Daniel Frey Company and 


Hays MacFarland & Co. 


Murphy Agency 


Is Merged with 
Erwin & Wasey 


(Continued from Page 1, Col. 2) 

Alton Railroad Company, Ste- 
vens Hotel, Horder’s, Inc., Hemphill 
Diesel Engineering School, North- 
western University, University of 


Chicago, Selected Shares Corpora- 
tion, and Central Y. M. C. A. and 


Y. W. C. A. Schools. 

While Mr. Murphy expressed re- 
gret at seeing his agency lose its 
identity after 17 years of activity, 
he indicated confidence that the 
larger organization, with affiliated 
groups in New York, Minneapolis, 
Seattle, San Francisco and Los An- 
geles, could provide a broad service 
impracticable for any smaller unit 
and essential if advertising is to 
meet the requirements of modern 
business. 

Mr. Murphy formed his own agency 
in 1917 after coming into prominence 
as a business editor. He served as a 
senior editor of System, the Maga- 
zine of Business, then at its peak, 
having as his particular province the 
field of marketing and advertising. 


Other Personnel 


Mr. Potter came to Chicago several 
years ago as executive vice-president 
after a tour of duty in foreign of- 
fices of Erwin, Wasey & Co. Gerald 
Page-Wood, who recently rejoined 
the agency as vice-president, and E. 
Ross Gamble, vice-president and 
space buyer, are other executives of 
the agency. 

The Philadelphia office of Carroll 
Dean Murphy, Inc., will be converted 
into a new Erwin, Wasey branch, 
according to tentative plans. 

H. D. Sulcer, who has been vice- 
president of Carroll Dean Murphy, 
Inc., will remain with Mr. McClure’s 
new organization, as will Florence 
A. Neighbors, space buyer, and 
Charles C. Green, account executive. 

Mr. McClure said he is entertain- 
ing three different proposals and ex- 
pects to have an important announce- 
ment to make in the near future. 


Mickey Mouse Week 


Celebration Is Planned 


The seventh birthday of Mickey 
Mouse will be celebrated by the hun- 
dreds of makers of Mickey Mouse 
products Sept 28 to Oct. 4. 

The event will be marked by spe- 
cial showings of Mickey Mouse pro- 
ductions and radio broadcasts 
throughout the world. 


“The Issue” Appears 


“The Issue,” a new Republican 
magazine, has been launched at Lin- 
coln, Neb., with Sam R. McKelvie, 
former governor of Nebraska, and 
publisher of Nebraska Farmer, as 
editor. 


Snyder Joins Sales Staff 


C. H. Snyder, formerly manager of 
Pittsburgh retail operation for Olds- 
mobile, has been promoted to the 
factory sales promotion department 
of Olds Motor Works, Lansing, Mich. 


HAMILTON PLANS 
SPEEDING UP OF 
CONSUMER WORK 


Washington, D. C., Aug. 22.—Prof. 
Walter Hale Hamilton of Yale Uni- 
versity, recently appointed by Presi- 
dent Roosevelt as Adviser on Con- 
sumers’ Problems, will seek to speed 
work of his organization, Consum- 
ers’ Agency, in education of the pub- 
lic on questions of prices and con- 
sumption. 

His organization will give a defi- 
nite head to about 200 county con- 
sumer councils which were set up 
under the National Emergency Coun- 
cil. New units are to be added. 

Prof. Hale’s program includes 
analysis of proposed legislation af- 
fecting the consumer, interpretation 
of consumers’ viewpoints, and for- 
mulation of recommendations as to 
grading and quality standards. He 
will report directly to the White 
House. 

The Consumers’ Agency has placed 
under way studies of production 
costs and retail prices of automobile 
tires, gasoline, paper, ice, and milk. 
Other commodities are expected to 
be added to this list. Prof. Hamilton 
will cooperate closely with Calvin 
B. Hoover, who has succeeded Fred- 
erick C. Howe of the Consumers’ 
Council of the Agricultural Adjust- 
ment Administration. 


Meat Prices Fought 


Consumers are beginning to de- 
mand from Washington increased 
consideration of their problems. This 
was brought forcibly to the attention 
of Secretary of Agriculture Wallace 
this week when a group of house- 
wives from Detroit arrived to lodge 
a strenuous protest against the high 
cost of meat. 

Their program, as stated in a 
memorial which they left at the 
White House as well as with Secre- 
tary Wallace, urged an immediate 
investigation of packers’ profits. This 
brought the statement from Secre- 
tary Wallace that “we might do 
something along that line if it were 
shown there is a conspiracy to make 
prices to consumers higher.” 


Libby-Owens Sponsors 


Architectural Contest 
Libby-Owens-Ford Glass Company, 
Toledo, is sponsoring a ‘“Modernize 
Main Street” architectural competi- 
tion which is being conducted by 
Architectural Record. 

Cash prizes amounting to $11,000 
are being offered for the best plans 
for a food store, drug store, apparel 
shop and automotive sales and serv- 


ice station exemplifying “Main 
Street everywhere.” 
Club Issues Directory 


The Greater Buffalo Advertising 
Club has just issued its second year 
book supplement comprising a list 
of 74 members who have joined the 
organization since January. 


* Convenient . . . on the East 
Side, short walk to Advertis- 


choose from. 


14 East 28th Street 


Why So Many 
Advertising Men 
Stop at the Prince George 


ing Club. In the zone of month. Daily from $2 single, 
quiet. Several bus and sub- $3 double. Suites also mod- 
way lines within one block of erate. Meeting rooms, ban- 
our door. Two automobile quet rooms for groups, con- 
entrances. Ample parking ferences. Just the place to stop 
space. when the family goes away. 
*K Good Food . . . The Prince George is famous for fine food, particu- 


larly New England dishes. The Old English tap room is also a delightful 
spot to dine and refresh a tired advertising man. 


Prince George Hotel 


Just Off Fift 
Alburn M. Gutterson, Manager 


* Reasonable . . . large rooms 
with bath as low as $40.50 a 


Five restaurants to 


New York 


Avenue 
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Just to be certain that the story about the 80-pound fish would find 


fs bth he BADE 


HERE'S VISIBLE PROOF FOR THAT FISH STORY 


a credulous audience, Phil Henriquez, Chicago manager for the "St. 
Louis Post-Dispatch,” at the left, brought back this photograph 
from Miami. The lady is Mrs. Henriquez. 


Includes Right 
To Advertise 
In Bank ‘Code’ 


Washington, D. C., Aug. 22-—A 
“code of ethics” for bankers, as out- 
lined by Comptroller of the Cur- 
rency J. F. T. O’Connor in a letter 
to A. L. Lathrop, president of the 
California Bankers’ Association, 
made public here, would include a 
provision on advertising. 

In a 14-point discussion of the 
duties of bankers which would 
“make banking a profession rather 
than a business,” the Comptroller 
said “the code would recognize the 
right to advertise.” 


Urges Care in Advertising 


by artificial setting create any false 
or erroneous impression respecting 
its stability or service.” 

Mr. O’Connor, who is scheduled to 
speak at the annual meeting of the 
Financial Advertisers Association at 
Atlantic City, Sept. 9-11, told Apver- 
TISING AGE that he will expand upon 
his “code of ethics” at that time. 


Celluloid Corporation 
Expands Sales Staff 


E. W. Ward has been appointed 
director of sales of the Protectoid 
division of the Celluloid Corporation, 
Newark, N. J., in the expanded sales 
department of the corporation. 

W. D. Woodruff succeeds Mr. Ward 
as district manager of the Chicago 
office. M. Demarest has been named 
sales development engineer of the 
Protectoid division. A. J. St. John 
has been appointed advertising man- 
ager. ; 


Rent Electric 
Refrigerators 


At $1 a Month 


New Haven, Conn., Aug. 22.—A 
chance to rent a “U. I. Special” elec- 
tric refrigerator at $1 per month for 
nine months has been offered in a 
full-page advertisement in the New 
Haven Evening Register by the 
United Illuminating Company and 
local electric refrigeration dealers. 

Prospective renters were informed 
that no additional installation or 
service charges would be made, and 
that there would be no obligation to 
buy at the end of the trial period. 
The U. I. Special is advertised as a 


1935 model, with 8.3 square feet of 


shelf area. 


Specifically, he said, “the code will ° ° ° The advertisement also suggested 
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iron and steel mills for its industry basis of its merit uninfluenced by | American and the U. S. Naval Acad-| months without interest, with the re- 
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: , troit, Mich., Aug. 22.—Maxon,| porting fine progress in retail sales, 
: nc., Detroit advertising agency, has| new construction and business in 
. embarked upon a plan of indepen- general. F h ih 
. dent market surveys through which| “Going into a detailed analysis of G r Go a e w  e ] 
, account executives themselves will| conditions in these three towns and 
4 go into the field to study conditions | jn every other city encountered in 
gg ged hang ORE a carefully-planned trip, it became 
’ €X-| possible for the Maxon man on the 
tension of present service offered survey to plan his campaign much 
" by Maxon, was announced by H. G.| more intelligently, and to direct it 
d Selby, Maxon director of mediums.| much more effectively, than would 
8 - bn — preceded by three| have been possible without his mak- 
n studies of marketing areas. ing the trip.” 
6 One of the Maxon foreign depart- en 
> ment executives recently completed 
e a lengthy tour of Japan and the Far F armers Rea PRODUCTION MEN IN 
h East, during which he interviewed P ADVERTISING AGENCIES 
business men, publication officials, $4 71 000 000 
a public officers, and so-called “aver- 3 ? 
e age citizens.” bd 
e. Information thus gained not only D u ring J u l y e 
te exerted a strong influence on strat- 
is egy of campaigns being planned for ADVERTISING DESIGNERS 
e- Maxon clients in Far Eastern mar- Washington, D. C., Aug. 21.—Cash 
0 kets during the immediate future, income of farmers from marketings, 
re but enabled formulation of long- including rental and benefit pay- e 
ce range plans for future activities. ments, was $471,000,000 in July, com- 
A second survey was conducted pared with $468,000,000 in June and pas 5 
on a wide scale in Canadian mar- a aataizkes eae aeiieh " a a = SERVICE DEP 
kets. First-hand information, sup- = ADVERTIS RINTERS 
planting formal reports from other the — of Agricultural Boo sf OF ING P 
st sources, again proved valuable. The a ey level of i in Jul .- 
y, third study was made through the thi . ow " ay oe hs & 
ze south central and southwestern S year compares wit Pig Ree 4 
ti- states by air, rail and motor month a year ago is largely due to “s 
ad In a broad sense, every advertis- the abnormal situation which existed = PRINTING SALESMEN 
00 ing agency has avaidable, from many a is — d ~4 — - 
ns somress, adequate econensis €868 6810 response to the yr tear rr se © 
el almost every section of the coun- hi ° i — ® 
v- try, and market data for any spe- —" — — Ray ptr ts 
in cific population center, and can ob- a ane teed Seay «Crem 2 
tain reasonably accurate forecasts The — harvesting season this NATIONAL ADVERTISERS 
on sales possibilities of a commod- 
year resulted in the movement of WITH PRIVATE PLANTS . ri 
ity, Mr. Selby pointed out. grains from the new crop being 
re Cites Examples smaller than usual in July. Cotton e 
| ketings continued light, but 
ist In order to bring to any major posh A 
he campaign the absolute maximum ef. ary Paras livestock are above the 
fectiveness possible, however,| ~~ ® a ? PUBLISHERS 
_ Maxon, Inc., believes that an agency | ; 
vom must conduct independent market . , 
od sanmdaiis auvenan tae tb: Gulia, Marshall, Weisfeld PRINTED § AL ESM ANS HIP ® 
as wheel. Added to Agency Staff : 
“For instance, our southwestern John Marshall, for the past three , a 
survey showed us much more than| years advertising manager of Phil- PAPER MERCHANTS AND 
a mere count of noses could ever | lips-Jones Company, has joined Mor- & 
have shown. We checked closely in ton Freund Advertising, New York, THEIR SALESMEN 
three key cities of about the same | 2% ——, of sales promotion and 
population, in three neighboring Saar auaien is Irving Weis- 
states. One city, benefiting indus-|fejq, formerly with Small, Kleppner . 
trially from ‘repeal’ and with an ex-|¢ Seiffer, who will serve as produc- 
tremely favorable agricultural con- 


tion manager. 


KETTERLI 


A de luxe portfolio magazine, edited and arranged especially for those 
concerned with the effectiveness of printed advertising. Ten by thirteen 
inches in size; modern loose-leaf binding; numerous exhibits and 


reference data; 112 pages. Price $4.00 a year—$1.00 a copy. Published 
July, October, January and April. Member A. B. C. and A. B. P. 


Sales-producing Booklets, Folders, 
Inserts, Calendars, Window 
Displays, Counter Cards, and 
Complete Direct Mail Campaigns. Se 

Have our representative call... CAV a 


DARTNELL PUBLICATIONS, Inc. 


4660 Ravenswood Avenue - Chicago 


NEW YORK CHICAGO BOSTON 
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ADVERTISING AGE 


August 26, 1935 


Coming 
Conventions 


Sept. 9-11. Financial Advertisers 
Association at Atlantic City. 

Sept. 10-11. National Publishers 
Association, Buckwood Inn, Shawnee- 
on-Delaware, Pa. 

Sept. 16-18. Insurance Advertising 
Conference at Westchester Country 
Club, Rye, N. Y. 

Sept. 18-20. National Industrial 
Advertisers Association at William 
Penn Hotel, Pittsburgh. 

Sept. 23-27. Advertising Specialty 
National Association and affiliated 
organizations in Chicago. 

Sept. 30-Oct. 2. Life Advertisers 
Association at New Ocean House, 
Swampscott, Mass. 

Oct. 10-12, American Photo-Engrav- 
ers Association, Hotel Statler, De- 
troit. 

Oct. 13-15. Mail Advertising Serv- 
ice Association at Baltimore Hotel, 
Kansas City. 

Oct. 13-18. Audit Bureau of Cir- 
culations and other organizations at 
the Hotel Stevens, Chicago. 

Oct. 16-18. Direct Mail Advertis- 
ing Association in Kansas City. 

Oct. 27-30. Annual meeting, Asso- 
ciation of National Advertisers, Am- 
bassador Hotel, Atlantic City, N. J. 

Nov. 19-21. Outdoor Advertising 
Association of America at Roosevelt 
Hotel, New Orleans. 

April 30-May 2, 1936. American 
Association of Advertising Agencies, 
The Greenbrier, White Sulphur 
Springs, W. Va. 


Grady Joins Farm Papers 


James M. Grady, formerly with 
Memphis Press-Scimitar and Knoz- 
ville News-Sentinel, has been ap- 
pointed advertising manager of The 
State Farmer, farm news section of 
55 Carolina newspapers, and Florida 
Farm € Grove, a similar section 
issued by 35 Florida newspapers. 


Casey Joins Hearst 

Harry A. Casey, for the past 17 
years with Scripps-Howard Newspa- 
pers, New York, and prior to that 
advertising manager of the Atlanta 
Georgian American, will join the pro- 
motion department of the general 
offices of Hearst Newspapers Sept. 1. 


Get Air Conditioner 


J. P. Muller & Co., New York, 
has been appointed by Truscon Steel 
Corporation, Youngstown, O., for Sil- 
entaire air conditioner. A  news- 
paper campaign beginning in New 
York this week will gradually be ex- 
tended to other cities. 


Lesan Agency 
Has New Name 


New York, Aug. 22.—The agency 
which has been known as H. E. 
Lesan Advertising Agency, Inc., for 
the past 34 years will change its 
name Sept. 1 to Mackay-Spaulding 
Company. 

The officers of the newly-incorpo- 
rated company will be James Mac- 
kay, president; Howard E. Spauld- 
ing, vice-president; F. J. Coleman, 
treasurer; and Eugene W. Spaulding, 
secretary. 

The change of name marks com- 
pletion of a reorganization which 
followed the death of H. E. Lesan 
in 1932 and that of Francis H. Sisson 
in 1933. Since that time the Messrs. 
Mackay, H. E. and E. W. Spaulding 
have become the principal owners. 
Mr. Mackay has been an officer of 
the agency for 20 years. 

Howard E. Spaulding was formerly 
an account executive of the Lesan 
agency, resigning about 15 years ago 
to enter the financial field. He is 
a special partner in the banking 
house of Lahey, Fargo & Co., and 
will continue active in this business, 
as well as in the agency. He is 
the son of the late E. W. Spaulding, 
for many years advertising director 
of the Curtis Publishing Company. 

Eugene W. Spaulding, son of How- 
ard E. Spaulding, has been with the 
agency a year, following the foot- 
steps of his father and grandfather 
in the advertising business. Mr. 
Coleman has been the agency’s finan- 
cial executive for 20 years. 


Heavy Response 
To Ads Forces 


M-R Free Deal 


Bridgeport, Conn., Aug. 22.—A 
free goods offer, with window dis- 
plays, has been extended to dealers 
in the drug and cosmetic supply field 
by McKesson & Robbins, Inc., of this 
city, as a result of overwhelming re- 
sponse to advertising appearing in 
national women’s magazines for the 
firm’s new product, Alboline Solid. 

Announcing heavy coupon and mail 
response and plans for continuing 
the campaign, McKesson & Robbins 
revealed that many women sent 
money and orders direct to the 
Bridgeport headquarters, indicating 
they were unable to obtain the prod- 
uct at local drug stores. 

The free goods offer was made at 
once, to insure broader distribution 
immediately and thus “cash in” more 
fully on the demand which the ad- 
vertising has created. 


NAME 
AMD ADDRESS WERE 


Above reduced advertisement 
for Freeman Shoe Corpora- 
tion, Beloit, Wisconsin, was pre- 
pared by Faithorn Corporation. 


s 
Always the Finest 
at Faithorn 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all— 
just as you wish, but all 
are here, ready to serve 
you... Speed, economy 
and satisfaction assured. 


THE EASIEST 
AND BEST WAY... 


to handle the production requirements 
of your advertising matter is to place 
your business with a concern that ren- 
ders a COMPLETE SERVICE in(1)Ad-Setting, 
(2) Engraving and (3) Printing —all 
under ONE ROOF .. . We think in terms 
of results ... The shortest way ‘round 
is usually the best ... Why send cuts 
to one concern—typesetting to another 
many blocks away—and then give your 
printing to a firm even farther distant? 
You can cut your costs, eliminate worry 
and save TIME, TROUBLE and MONEY by 
having FAITHORN do the entire job. We 
will gladly show you samples. Try us! 
Exceptionally well fitted to submit ideas, 


moke layouts, prepare sketches and draw- 
ings—through every step of production. 


FAITHORN CORPORATION 


Ad-Setters » Engravers - Printers 
504 ShermanSt.,Chicago PhoneWab.7820 


TRADE MARKS GET 
BOOST IN NEW 
‘RECORD’ SERIES 


Philadelphia, Pa., Aug. 22.—The 
Philadelphia Record has launched a 
series of 26 full-page institutional 
advertisements for a selected list of 
clients which is believed the first of 
its kind in the United States. A 
similar series has been carried by a 
Canadian paper. 

The copy is enlivened with appro- 
priate art and set with eight-column 
banner, bank and two-column read- 
out, exactly after the style of a Sun- 
day magazine feature page. One ad- 
vertisement will appear each Sunday 
until the series is completed. 

The page is differentiated from 
a news feature page only by a bor- 
der of well-known trademarks—the 
marks of the 26 firms and institu- 
tions in the series. This border 
runs down the left side of the page 
and across the bottom. 

The subject matter for each 
advertisement is supplied by the 
company it concerns and copy is 
written by the Record’s editorial 
department. Payment is made by 
the advertiser on a straight space 
basis. 


Institutional Story 


The company’s claims to suprem- 
acy in its field, its history, scope 
and policy, are presented against 
a background of whatever is pic- 
turesque, romantic, or spectacular 
about its business. In the page 
prepared for the Pennsylvania Salt 
Mfg. Company, a painting of the 
little port at Ivigtut, Greenland, 
showing a vessel loading Kryolith 
for the company, is reproduced. 

Among other firms to be featured 
in the series are the Bell Telephone 
Company of Pennsylvania, Penn- 
sylvania Railroad, Abbott’s Dairies, 
Inc., Philadelphia National Bank, 
Quaker Sugar Refineries, Philadel- 
phia & Reading Coal and Iron Com- 
pany, Lee Tire & Rubber Company, 
Vogt Packing Company, The Penn- 
sylvania Company for Assurances on 
Lives and Guaranteeing Mortgages, 
Philadelphia Gas Works, Philadel- 
phia Coke Company, Philadelphia 
Electric Company, Baltimore & 
Ohio Railroad, Sun Oil Company, 
Reading Company, Albert M. Green- 
field & Co., Continental Distilling 
Company, and Horn & Hardart, res- 
taurant chain. 

Each page advertisement carries 
a box headed: “Business Mainstays 
and Trade Marks.” 

“When the first caveman, proud 
of his workmanship, carved his 
mark on a product of his hands, he 
began the system of trade marking,” 
the reader is told. “Threugh the 
ages, producers of foods and serv- 
ices likewise have identified their 
workmanship with pride. Trade- 
marks tell the prospective consu- 
mer that here is something which 
the maker believes is just a little 
bit or a great deal better than any- 
thing like it anywhere.” 


National Advertisers 
Plan October Meeting 


The annual meeting of the Asso- 
ciation of National Advertisers, Inc., 
New York, will be held at the Am- 
bassador Hotel, Atlantic City, N. J., 
Oct. 27-30, 1935. 

Harold ‘Thomas, vice-president, 
The Centaur Company, is chairman 
of the program committee. 


Boston Brewer Elects 


James R. Nicholson, prominent in 
the brewing industry for many years, 
has been elected president and gen- 
eral manager of Croft Brewing Com- 
pany, Boston. R. P. Pischoff, who 
has been named first vice-president, 
continues as treasurer of the com- 
pany. 


Handles Jewelry Copy 


Advertising Associates, 535 Chat- 
tanooga Bank Bldg., Chattanooga, 
have been appointed to handle direct 
mail and newspaper advertising of 
Templeton’s, Inc., Chattanooga jew- 
elry firm. 


TO TAKE ADVERTISING 


EXTRAE XTRA: 


Special edition of the “New York 

Law Journal" announcing that the 

64-year-old publication will ac- 

cept advertising for the first time 
in its history. 


Ticker News 
Service Starts 


New York, Aug. 22.—Ticker News 
Service, Inc., 369 Lexington Ave., a 
wired broadcast service designed for 
reception in bars, taverns, restau- 
rants, hotels and other public places 
and offering commercial time to ad- 
vertisers from noon to midnight, 
started operations in New York and 
Boston this week after a trial pe- 
riod in Philadelphia. 

Lessees pay a moderate fee for 
the installation of a loud speaker, 
which is connected directly with the 
microphone at the studios by means 
of a telephone circuit. Commercials 
are inserted at 20-minute intervals 
in a program which features news 
events, racing and baseball results, 
other sport broadcasts and popular 
orchestrations. 

At present, Ticker News is not ac- 
cepting more than three sponsors for 
any 12-hour period. The rate is 
based on number of loudspeakers in 
service. In the future, speakers will 
be sold in units of about 500, giv- 
ing advertisers choice of city dis- 
tricts. 


Geyer Acquires Paper 

Geyer Publications, New York, 
publishers of Geyer’s Stationer, have 
purchased Business Equipment 
Topics, the two papers being con- 
solidated as Geyer’s Stationer and 
Business Equipment Topics. 


Signs New Liquor Law 


A new state law was signed Aug. 
16 by Gov. LaFollette of Wisconsin 
prohibiting druggists not holding a 
retail class A or class B license from 
advertising directly or indirectly any 
intoxicating liquor or displaying it, 
except on, wall shelves not exceed- 
ing three feet in length. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


EDITOR—Ten years’ experience as 
associate editor; complete knowledge 
of trade paper writing and mechanics 
of publishing; experience in writing 
dramatic skits valuable to agency 
radio department; age 29; married. 
Box 621, ADVERTISING AGE. 


PHOTO-OFFSET 


ECONOMIZE!! Reproduce Sales 
Letters, Price Lists, Bulletins, Testi- 
monials, Diagrams, Illustrations, etc. 
600 copies $2.50; add’l hundreds 20c. 
Cuts unnecessary. Samples. Laurel 
Process, 480 Canal St., New York 
City. 


SPECIAL SERVICES 


YOUR OWN HOUSE ORGAN 
dealer or consumer publication; edi- 
torial and promotional what-it-takes. 
Any field. Individualized prospectus 
and dummy to firms genuinely inter- 
ested. Box 622, ADVERTISING AGE, 
New York City. 


Distributors 
Of Food Hold 
Detroit Meet 


Detroit, Mich., Aug. 22.—More than 
1,200 food distributors from every 
part of the country gathered at the 
Statler Hotel here over the past 
week-end for the eighth annual con- 
Yention and exposition of the Na- 
tional Food Distributors’ Association. 

Many nationally advertised brands 
were on display in the large number 
of exhibits on the ballroom floor of 
the Statler. Among the companies 
exhibiting were American Can Com- 
pany, Armour & Co., Battle Creek 
Pet Food Company, Borden Sales 
Company, Educator Biscuit Com- 
pany, Federal Motor Truck Com- 
pany, John F. Jelke Company, and 
Ford Motor Company, through its 
distributor, Robert W. Ford Com- 
pany, Dearborn, Mich. 

Fred E. Scott, general sales and 
advertising manager of John F. Jelke 
Company, Chicago, was a speaker at 
the meeting, discussing the value of 
the independently owned distributor 
to the manufacturer, and concentra- 
tion on major items. E. L. Rhoades, 
Chicago editor of Food Field Re- 
porter, predicted gradual inflation of 
the nation’s monetary system, with 
rising prices. 


Deming Resigns 
L. W. Deming has resigned from 
Bertolet & Deming, Inc., Chicago 
publishers’ representatives. 


of work. 


the post office. 


4-color work in small 
runs at low prices 


Heretofore users of advertising pieces in quantities 
of 1000 to 5000 found the printing cost prohibitive. 


AMERICAN OFFSET specializes in just that sort 


As many colors as you want at prices you can pay! 
With a complete creative division at your disposal, 
we can handle your advertising from the idea to 


Write for descriptive circular or phone. 


AMERICAN OFFSET CORPORATION 
406 West 3ist St., New York 
CHickering 4-4145 
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Advertising Age now has the 
largest net paid circulation 
among advertising agencies of 


any advertising journal. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING ; 
Member A. B. C. Member A. B. P. 


New York Chicago Atlanta San Francisco Los Angeles 
330 W. Forty-second St. 100 E. Ohio St. Walton Building Russ Building 536 S. Hill St. 
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Rogers Death 
Fails to Halt 
Air Line Copy 


Chicago, Aug. 22.—Though written 
several days before the Alaska crash 
which cost the lives of Will Rogers 
and Wiley Post last Friday, news- 
paper copy of United Air Lines ap- 
pearing in 20 cities Saturday might 
have been set down by a premonitory 
pen. 

The advertising, appearing in 
many instances on pages relating the 
details of the disaster in which the 
two notables went to theif death, 
emphasized the tremendous advan- 
tage of the experience gained by 
United in flying “twice around the 
world every day.” This was in con- 
trast, though the copy did not so 
state, to the barnstorming tactics 
which proved fatal to the two men. 

“Next time you fly,” said the ad- 
vertising, “remember this: that back 
of your flight on United is the ex- 
perience gained from 50,000 miles of 
scheduled flying daily—and a total 
of over 80 million miles of flying in 
10 years of operation—a world’s 
record!” 

When news of the Alaska accident 
trickled through, United had the 


option of canceling the copy in the 
hands of newspapers in Chicago, 
New York, Cleveland, Boston and a 
number of West Coast cities, or let- 
ting it run. While first hasty judg- 
ment favored cancellation, second 
thought was that the parallel, even 
though inferred, should be pointed 
out. Hence, copy placed by J. Wal- 


ter Thompson Company, ran as 
scheduled. 
Airlines Appoint 


Central Airlines, Pittsburgh, have 
appointed the Cleveland office of 
Beaumont & Hohman to handle their 
advertising. Central Airlines oper- 
ate planes between Washington, 
Pittsburgh, Akron, Cleveland and 
Detroit, and advertising will be con- 
centrated in this area. 


Organize Hope-Gurney 


W. H. Hope, formerly of the Hope- 
Loeb art service, and Frank W. Gur- 
ney, former head of an advertising 
and display company, have organized 
Hope-Gurney & Associates, advertis- 
ing art service, with offices at 42 
Bromfield St., Boston. 


Joins Swafford & Koehl 


Gene Van Guilder, promotion man- 
ager and art director for the Ahrens 
Publishing Company, will join Swaf- 
ford & Koehl, Inc., 551 Fifth Ave., 
New York, Sept. 1. 


WRIGLEY HEAD 
TELLS VIEW OF 
ARTIST'S SUIT 


Chicago, Aug. 22.—A court deci- 
sion as to the exact dominion cov- 
ered by a copyright is expected as 
the result of a suit filed by Benjamin 
Heimlich, artist, against the Wm. 
Wrigley, Jr. Company, Chicago, in 
the United States District Court for 
the Southern District of New York. 

The suit alleges infringement of 
Mr. Heimlich’s copyright on two 
drawings in a series of car cards 
which Wrigley has been using for 
the past year. 

While the company has not been 
formally served in the suit, William 
T. Stanley, secretary, expressed the 
conviction that it is guiltless of in- 
fringement. He went into copyright 
law at detail to explain his reason- 
ing. 

“If an artist copyrights a drawing 
of a woman’s head,” he said, “it does 
not mean that all other artists are 
prohibited from drawing the head 
of a woman, but merely that this par- 
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DOMESTIC ENGINEERING carries 
the largest advertising volume of 
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DOMESTIC ENGINEERING carries 


DOMESTIC ENGINEERING 
highest in reader interest. 
DOMESTIC ENGINEERING has the 
highest renewal percentage. 


DOMESTIC ENGINEERING reaches 
the men actively engaged in buy- 


These are but a few of the many rea- 
sons why every sound advertising 
program in the plumbing and heating 
field should unquestionably include 
DOMESTIC ENGINEERING. 


volume of editorial 


rates 


CHICAGO, ILLINOIS 


ticular drawing may not be repro- 
duced without the consent of the 
copyright holder. 

“In the absence of any specific in- 
formation, I gather that Mr. Heim- 
lich is attempting to make all wom- 
en’s heads his own property.” 


Claims Idea Is His 


The artist’s complaint recites 
that he “created and invented two 
certain drawings to be used for 
advertising purposes, the basic 
idea being a_ representation in 
the drawings of individuals en- 
gaged in an ordinary and well-known 
activity or occupation, or situation, 
with a series of phrases or sentences 
appended underneath purporting to 
be declarations made by the central 
figure containing a play upon words 

. to draw the attention of the 
reader to the characteristics and ex- 
cellence of the product intended to be 
advertised.” 

The suit gives this description of 
one drawing: 

“It depicts a tailor in the act of 
sewing a garment on a machine, with 
the language underneath purporting 
to come from the lips of the tailor: 
‘My job is hard, sew it seams, but 
chewing makes it sew easy.’” 

Wrigley used a tailor in a car 
card in 1934, but the artist caused 
the knight of the needle to say: 

“It seams to me that Wrigley’s 
suits the world. Its flavor is made 
to your measure—yes, every particu- 
lar gum chewer pants for it.” 

The suit charges that this language 
is “to all intents and purposes that of 
the complainant, defendant not only 
employing the basic idea of com- 
Plainant, but reproducing in sub- 
stance his actual drawings and lan- 
guage.” 


To Distribute 
“‘Tarzan’’ Bread 


In 75 Markets 


New York, Aug. 22.—Some 75 bak- 
ers, one to a market, are expected to 
take up the franchise for Tarzan 
bread, a new loaf designed to appeal 
to the juvenile palate. Brand rights 
are owned by Graf-Schaefer Services, 
and the franchise includes a full 
merchandising service supplied by 
the licensor. 

The advertising stresses appetizing 
and nutritious qualities secured by 
using butter for shortening and in- 
creasing the content of milk, a story 
supported by featuring of the robust 
personality who is the namesake of 
the trade mark. The promotion is 
timed to coincide with the release of 
a new 12-episode Tarzan serial by 
M-G-M. 

Merchandising service includes 
wrappers, manuals for salesmen, di- 
rections for 12 contests, direct mail 
to trade, newspaper, radio and point 
of purchase advertising, inserts, 
sample bags, and puzzle cards for 
distribution to children. 

George N. Graf and H. P. Schaefer, 
operators of Graf-Schaefer Services 
and specializing in merchandising 
services for bakers, were formerly 
connected with Quality Bakers of 
America, Inc. Mr. Graf was director 
of merchandising and Mr. Schaefer 
was his assistant. 


“This Week” Promotes 
Covington; Adds Two 


Euclid M. Covington, member of 
the staff of This Week since its in- 
ception, has been promoted to man- 
ager of eastern advertising sales. 

Alden James, formerly eastern 
representative of Atlantic Monthly, 
has been added to This Week’s New 
York sales staff, and Ray A. Wash- 
burn, formerly of the Chicago Trib- 
une, has joined the Chicago ‘sales 
staff. 


Rate Revision for WFAA 


Station WFAA, Dallas, has an- 
nounced rate increases varying from 
seven to 20 per cent, effective Sept. 
15. A separate Sunday afternoon 
rate has also been established. 


Commercial Artist Dies 

Raymond C. Shank, Milwaukee 
commercial artist, died Aug. 19 as 
a result of blood poisoning which 
developed from a minor wound. Sur- 
viving are his widow, two sons and 


a daughter. 


Says Standard 
Of Living to 
Surpass 1930 


Bridgeport, Conn., Aug. 20.— The 
American standard of living will 
rise to a point exceeding even that 
which prevailed prior to 1930, Gerard 
Swope, president of the General Elec- 
tric Company, predicted in an ad- 
dress at the four-day “Camp Mer- 
chandise” session held here last 
week. More than 6,500 employes of 
the Bridgeport plant and 700 dis- 
tributors and salesmen heard Mr, 
Swope’s address. 

The G-E president declared that 
the use of electricity, particularly in 
the home, now surpasses consump- 
tion in 1929 and is headed toward 
new highs. This increase, he said, 
comes about from the increased use 
of electrical appliances. 


Learn New Stunts 


A series of talks on home laundry 
equipment, vacuum cleaners and 
other Bridgeport-made General Elec- 
tric appliances, as well as financing 
and sales promotion programs, were 
presented during the “camp” period. 
Dramatic skits illustrative of sales 
techniques were presented. 

The visiting distributors, coming 
from all parts of North America and 
from foreign lands as far away as 
Australia, were feted at a clambake 
and a banquet during the period. 


British Boards 
Plan Campaigns 


London, England, Aug. 17.—The 
marketing boards established by the 
British government will launch elab- 
orate advertising campaigns within 
the next few months for a variety 
of products. 

Considerable newspaper advertis- 
ing for potatoes is in prospect, pre- 
liminary to new efforts by’the potato 
marketing board. The pigs market- 
ing board and the bacon marketing 
board are both said to be consider- 
ing a campaign to increase sales of 
bacon. Extensive advertising will be 
used to assist in marketing of eggs 
and poultry. 

During the 12 months ended 
March, 1935, £314,000 was spent by 
the marketing boards in press adver- 
tising, as compared with the sum of 
£145,434 expended in the previous 
12 months. 

It is reported that the marketing 
boards, in addition te making indi- 
vidual appropriations for advertising, 
will advertise their aims to the pub- 
lic in a collective campaign. 


Denies Second 
Class Mailing 
To Local Group 


Washington, D. C., Aug. 21— 
President Roosevelt today vetoed 
the bill which would permit religi- 
ous periodicals, publishing local in- 
formation, to rank as second-class 
mail matter. 

The veto memorandum stated that 
the present excess cost of $77,000,000 
a year for handling second-class mail 
would be “materially increased” un- 
der the proposed bill. 

The President pointed out that gen- 
eral church and religious publica- 
tions already have the right of sec- 
ond-class rating, and added that any 
exception “would constitute a prece- 
dent under which other social organ- 
izations and associations, such as 
clubs, chambers of commerce, chari- 
table organizations and many others, 
would no doubt request legislation 
conferring upon them similar bene- 
fits.” 


Joins Chicago Office 


Arthur Gordon, formerly in the 
radio department of the New York 
and Hollywood offices of William 
Morris, Inc., theatrical agency, has 
joined the Chicago office of the com- 


pany as radio business counselor. 


ae yen NE —————————————————————— 
aaa —__—_—_—————————_— ..rOVOV\OOOCCC*C‘#SNSNSNNNNN’'NSSSS | 
» ~ so | 
p ; Po 
| 
; 
(an 
; Sy ie 
ee 
so Nee 5 Fadbige 
+ rT ’ 
PAR imemnioiiap 
. | ty ee 
Saeed ee 
Wer ece? 
srolab eae - - 
eee 
ave ae | | 
oko ae 
64) = oe ee 83333 —————————————————eemee 
os | ee 
: H 
a 
| 
‘ | 
| a | a 
ke: See ae | <a 
q i 
ae a nana vanes - “a ane ' eet 
eran ak eae 3 ‘ : ‘ : ay . i - 2 
<5 RAB wie ace’ SAE a es eee rs BG rss pan e ~ 
iadioa ae . ¥ 
Tote oe ‘S ee =. 
7 it po De 
ee 7 Pe a 
a) tee as E ’ = f 
rock Oe ; ae oe 
rk ee a fq oy ces 
‘ te ? 7" : f Po 5 ‘ 
So # iit 
ee ie rn Ps Bes 
: g = 2. 
A A Hl . eS : S : 
ie oe ae ee ce Peg eee. — = 
: page Ze ee : oS = se os . foe eee Pee ee sta ee aaa ee apse “ aa 
" % ae Oring Ce a he Shem i ate oo 3 , i 
Fy oF q oe. ve sy = ee OR, zt : : : " 5 8 
: A a are , aS: rH | iv A eas ie te x , a | | 
t EN 54, ee itd] bo! ¢ 4 See t | 
7" : suelo: - ee ieee i" : ;" digi! i ae 
cette =< ss pa 
ABS pee Cate 5 oS ~— . i rT j é Lie 7; } 
yer 4 ae Q it i ihe — = | 
ee aries Soa 3. : Y bi Pal ed 
i oes ak, uF meee j : Sct ae at eee Alp 7 Fh] \ \ 
ace a. ‘ye ‘iy i . 
4 oe. ety 
q — = eae. 9 Lace S fail a 
j eee - RY/ 
2S ee. | _ s 
oe a et . wy 
: ; ee , ‘ | ut il 
os {\ i S i 1 
eS 1 
F : oe U ‘ ‘4 4 | 
; : S \ Se ae 
# > ‘ "4 t ag 3 Aa Peers Sante oe eee #8 ee | Paes 
: . eS ee A et ji. |. Se 
Sr 4 SOc tis at 
gSise ‘ * * : : Ps ; Sei aaa seer 
ee ma! = = war = aye Wi és SAAT oe eof oe 
be ee i ey ee pi 
j ee ap Fes | n = ee ee I ». or || i i i e eee ce i sg Me te 
fi ae eal Meme Ne eS 
ei i ee ere | il a ee ee RTT ese 2 ee is = 
a NO at Wie TE pe 
t ee ae x 
PC ———— — 
" " 
= Ree es ae ae ae a TN 5 Es ag ee oe 1 ee ae gi eee ec: Sl er OMAR REE SoC On anes 
ae Be os ere ee iia ase ae es aes Be eae eed ee. a ne ca 2 8 eR ide ee ci 
ret ie Lae Leet ye Ses : oo ita oc Oe ae Oey fee aie ee eo ee on a ee De eee ae ae soc aA cuugeses eR ON Ce =, ee Dee ot Renee a ee 


5 


August 26, 1935 ADVERTISING AGE 


31 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


MILEAGE MARKERS PERSONALIZE OUTDOOR DISPLAYS 


Wilshire Oil Company is lending unusual interest to its outdoor displays for Economy gasoline by havin 

painted on each yw the exact mileage to various points of interest to which cars passing each pane 

might be going. Each panel was checked in advance to be sure that it would face in the correct direction. 

The idea was developed by J. C. Morse of the Dan B. Miner Company, Los Angeles, which handles the 
account, and posting was done by Foster & Kleiser Company. 


ACTION DISPLAY USED FOR AMMUNITION FOR SILK PARADE 


Here is the 1935 poster for The 
Silk Parade, which will be held the 
week of Sept. 23. 


The power and speed of Western cartridges are graphically em- 

ey a in this seven-color lithographed window display, produced 

y Edwards & Deutsch, Chicago, through D'Arcy Advertising Com- 

pany, St. Louis. The cartridge, trade mark and streak of lightning 
are illuminated by a flasher light. 


IN CONSOLIDATION 


Carroll Dean Murphy, head of the 
agency of that name, who goes to 
the Chicago office of Erwin, 
Wasey & Co. as vice-president 

under terms a merger an- 
A view of one side of the specially constructed "'store-on-wheels” nounced this week. (Story on 
which Plee-zing, Inc., Chicago, has sent on tour. (Story on Page 17.) Page |.) 


LUX CARD CENTER FOR LEVER BROS. DISPLAY 


A suggested window display for Lever Bros. products, built around a 
Lux poster which is also being used for other display purposes. 


DATED FEATURE STRESSED IN DISPLAY 


THEYRE FRESH 
EVEREADY 


Fresh flashlight batteries is the theme of this window display for 

Eveready which has been doing duty in retailers’ windows during the 

vacation period. Ketterlinus, Philadelphia, designed and produced 
the display. 


WOMEN THINK IT MOST IMPORTANT 


ee 


i 
. 


“Su Seana 


This photograph, used in a dealer portfolio issued 

division of Holeproof Hosiery Company, Milwaukee, illustrates the 

perfect fit of Luxite garments. According to the booklet, more 

women consider fit, cut of garment and comfort the most important 
factor in buying glovesilk underwear. 


the Luxite 
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ADVERTISING AGE 


August 26, 1935 


This nt is from the voluminous records of the Chicago Tribune. 
We will gladly give interested merchants and manufacturets a full 
‘account of effecti ployed in selling the Chicago mar- 


ket. Every advertiser owes it to himself to recognize that the 
Tribune. presents an opportunity distinctly unusual. Its coverage 
does not allel the customary lines of morning and afternoon news- 

its effectiveness is for ail day in an enormous and fe- 


sponsive market. 


Percentages of coverage 
of the families of Chicago 
and suburbs by daily 


1917 


Number Coverage 
Families ....748,136 — 
Tribune ....270,810 36% 
American. ..31 3,800 42% 404,901 
+++++0428,704 57% 374,366 31% 
NOTE: Circulations are 7 ep paper wl periods ended 
March 31, and for city and suburban only 


When a successful merchant advertises—that’s to 
be expected. When his advertising is so successful 
that the response jams the phone service—THAT’S 
NEWS! 


And that’s what happened. 


A Chicago retailer placed a full page in the 
Tribune, advertising a sale of 50,000 dresses at 
$1. By 4 o'clock the same day, there were only 
a few hundred dresses left on the floor and shop- 
pers still thronged the department. 


In addition, orders by mail and phone poured in, 
in a steady torrent. The switchboard operators 
frantically tried to keep up with the rush. 16,000 
busy signals piled up against the board. The phone 
service was so overtaxed that an official of the 
telephone company protested. 


"You’ve jammed the entire exchange,”’ he said. 
“If you continue such advertising, you should take 
steps to increase your phone service!” 


Needless to say, the merchant did. And subse- 
quent advertising in the Tribune has made a larger 
switchboard well worth his while. 


During the first six months of 1935 retail adv 
990,596 MORE LINES in the Tribune than in 


LINES in any other een. The — 
— families ‘on ee oe metropolita: 
FAMILIES IN METROPOLITAN CHICAGO 
Chicago paper! 


Crowds that pupae to Tribune advertising 


% 
Chicago newspa AND ON ‘SUNDA AY, 2% MORE peORE 


BUSY SIGNALS 
—YOU’VE JAMMED THE ENTIRE EXCHANGE” 


He knows that any advertisment he runs in 
the Daily Tribune will reach over 649,000 
FAMILIES IN CHICAGO AND SUBURBS 
ALONE. He reaches at one. shot 60% MORE 
FAMILIES than can be reached by any other 
daily newspaper. A coverage practically equal to 
that of any two other Chicago daily newspapers 
combined. A plus market of practically a million 
people! 

He knows that Tribune advertising carries -a 
special influence determined by the unusual reader 
interest inspired by the Tribune because it is 
editorially, as well as commercially, the dominant 
newspaper in Chicago. 


And, IN ADDITION, he knows that his adver- 
tising, inserted in one issue of the Tribune, will 
continue to pull throughout the day and from an 
ever-widening market. The flood of orders by mail 
and phone demonstrates that the Tribune gives. him 
a great plusage from the areas adjacent to Chicago 
that look to Chicago for economic and social lead- 
ership . . . and look to the Tribune for depend- 
able news and information. 


A newspaper 
such as Chicago demands 


The Tribune is Chicago’s own. It gives 
Chicago what it demands in news 
information. Its reputation for inde- 


000 
tion beyond the metropoli- 3 
tan tan tines district. y 


y other 
Chicago peer. General advertisers placed aye tone 


BLACK AND WHITE—RUN OF PAPER COLOR—ROTO—COLOROTO—COMICS 


Chicags Tribune 


THE WORLD’S GREATEST NEWSPAPER 


THE TRIBUNE GIVES YOU CHICAGQ. plus 
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